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Gladys the beautiful reception- 
tsays if the elevator strike keeps 
p, servicemen returning to adver- 
sing Will be given an especially 
arm welcome if they happen to 


» paratroopers. 
2% 
An AA investigation in New 


Bork indicated that brides haven’t 
ad too much assistance from Lis- 
rine in capturing their men, but 
srhaps the bridesmaids too should 
ave been interviewed. 

v v v 


They are now celebrating the 
ftieth anniversary of the discov- 
ry of the x-ray, with the footnote 
at if Professor von Roentgen had 
ne right on, he might also have 
it his name on the principles of 
omic energy. 
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American Mag@zine has a survey 
1ich shows that 94% of the men 
lled shop for groceries. But 
st of them have been perfectly 
ling to let the little women 
wry about the red points. 


a 


ina Spalding resents refer- 
s to St. Louisans as “placid,” 
a anyway most people would 
hange the descriptive after view- 
z the ladies of “The Glass Men- 
*rie.”’ 
vey v 


che old couplet, “There was a 
nnibal of Timbuctoo, he ate a 
issionary and his hymnbook, 
0,” may have been the inspira- 
on for that flying school ad offer- 
ig to make pilots out of mission- 
‘ies. 
a 

Debuettes cosmetics will be pro- 
ioted to girls in the 5 to 15 age 
@racket, the news story says. What 
ind of lipstick would you like to 
ave your little 5-year-old wear? 
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United Wallpaper is to bring 
ut a new stainproof wall covering, 
@od ventures the prediction that it 
| make a radical change. Espe- 
lly in homes where there are 
‘ who like candy. 
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\merican Steel & Wire is tell- 
' retailers’ about its radio and 
gazine campaign for steel bed 
‘ings, including ads “based on 
‘ry tales involving beds.” 


+ 


t's an interesting subject. 
, e 


rigidaire held a conference re- 
ly to talk over plans for adver- 
g and selling its product, and 
loubt one of the subjects dis- 
ed was how to get housewives 
ill only one make of refrigera- 
Frigidaire. 
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\ publisher wants to hire a 
ing man 25 to 40 to help sell 
vertising and edit long estab- 
icd business publications. 

Sow will he know when to 
inge hats? 


vy v 


‘comotion men _ struggling to 
>» mailing lists up-to-date say 
if agency men continue to 

ke as many changes as they’ve 
doing lately, Addressograph- 
igraph will be able to declare 

|‘ extra dividend. 

Copy Cus. 


M hi eee 
\\ Ercoupe 


1 TAET te eur opinion, Ereompe |e the bee butte 


prices plane... and the tent rater for goer mene. 


Crconpe te os the eng! Beirk she popers tor enammaermeet of He arrival o Sergi! 


MACY'S TAKES OFF —This ad an- 
nouncing R. H. Macy & Co., New York, 
as dealer for Ercoupe airplanes, adver- 
tises early delivery. Priced at $2,994, 
F.O.B. Riverdale, Md., the plane is 
guaranteed to be spinproof and adver- 
tised as the "safest plane in the world." 


Advertisers and 
Agencies Weigh 


Research Services 


Hooper, Nielsen, CAB 
Battle for Position 
as Activities Expand 


New York, Sept. 27.—Complica- 
tions are arising in the radio and 
market research field, with over- 
crowding and duplication of serv- 
ices causing advertisers and their 
agencies to weigh their desire for 
complete information against in- 
creasing costs of the available 
ratings and sales trend results. 

Rumors have been prevalent 
that this duplication and resultant 
unrest among clients may result 
in the liquidation of one of the 
existing services. 


Nielsen Index Expanded 


This summer A. C. Nielsen Com- 
pany, Chicago, announced expan- 
sion of its Radio Index coast to 
coast; on Sept. 17, C. E. Hooper, 
Inc., released postwar plans to in- 
clude a station service division and 
advertisers’ service division, which 
marks Hooper’s entry in the sales 
trend index field; and in the last 
two weeks the Cooperative Analy- 
sis of Broadcasting revealed a new 
speed-up system to hasten the 
printing and distribution of its 
reports, as well as an increase in 
personnel and office space to han- 

(Continued on Page 77) 


Paris adclub asks 


for visiting speakers. 
See ‘Voice,’ Page 40. 
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Media Records on 
Spot in Chicago 
Measurement Fight 


Four Dailies Drop 
Service; Claim I+ 
‘Inflates' Linage 
Chicago, 


serious rift 
tween 


Sept. 27.—The first 
in many years be- 
newspapers and Media 
Records, Inc., which provides 
statistical service on newspaper 
advertising, broke out into the 
open here this week when four 
Chicago newspapers announced 
that they have canceled Media 
Records service, effective Dec. 31. 

The Chicago Daily News, Her- 
ald-American, Sun and Times an- 
nounced the action in a_ joint 
statement which said they would 
set up a bureau, jointly financed 
by the four newspapers and headed 
by an outside authority in the 
field, to measure advertising in 
all Chicago newspapers. 

“These newspapers have long 
insisted that Media Records should 
correct its practice of counting 
each line of split-run advertising 
as two lines, as well as its other 
methods of handling part-run ad- 
vertising in such a way as to in- 
flate linage figures of some news- 
papers,” the four papers’ state- 
ment said. 


Suggested Change Refused 


“Last July, these four news- 
papers submitted to Media Rec- 
(Continued on Page 73) 


63% of ANA Members 
to Expand Budgets in 1946 


W. C. D'Arcy Leaves 
Agency to Open 
Office of His Own 


Oberwinder and Lee 
Advanced; Agency to 
Retain Accounts 


St. Louis, Sept. 27.—William C. 
D’Arcy, founder and for 39 years 
executive head of D’Arcy Adver- 
tising Company, today announced 
his resignation, and the opening 
of offices in the Railway Exchange 
building here “to continue his sev- 
eral private interests, including 
consultation on advertising, mer- 
chandising and _ research prob- 
lems.” 

The agency, which reportedly 
billed close to $20,000,000 last year 
to place it in the top dozen, will 
retain its name, its operating poli- 
cies and its blue-chip accounts, Mr. 
D’Arcy said. These accounts in- 
clude Coca-Cola, served for almost 
four decades; Anheuser-Busch, 
General Tire, White Truck, Mc- 
Quay-Norris and Glenmore Dis- 
tilleries. 

Although those involved had 
practically nothing to add to Mr. 

(Continued on Page 74) 


his assistant. 


near future. 
story on Page 75.) 


with the April 6, 1946, issue. 


Frank Morgan Signed for 


return to the program. 


lisher of Time, beginning Oct. 15. 


man top committee of T:me, Inc. 


Last Minute News Flashes 
Lund Named Ad Manager of United Wallpaper 


Chicago, Sept. 28.—Malcolm Lund, former advertising manager of 
Parker Pen Company and wartime aide to the WPB and OPA on 
several national campaigns, has been appointed advertising director 
of United Wallpaper, Inc., and its subsidiary, Trimz Company. John 
Stiller, former ad manager of American-Marietta Company, becomes 


La Roche Denies Resignation Rumors 

New York, Sept. 28.—-Chester J. La Roche today denied rumors 
that he will be leaving the American Broadcasting Company in the 
He continues as vice-chairman of the board. (Earlier 


‘Saturday Evening Post’ Rates and Guarantee Up 

Philadelphia, Sept. 28.— The Saturday Evening Post today an- 
nounced a net paid circulation “slightly in excess of 3,700,000” effective 
The black and white page rate will be 
increased from $8,500 to $9,200, the new rate being based on 3,350,000 
guarantee compared with the present base of 3,000,000. 


‘Kraft Music Hall’ 


Chicago, Sept. 28.—Kraft Cheese Company has signed Frank Mor- 
gan, comedian, to a six-week contract, effective Oct. 4, as star of the 
“Kraft Music Hall” until Bing Crosby decides whether or not he will 
Show is heard on NBC, Thursday, 9-9:30 p.m., 
EWT. Agency is J. Walter Thompson Company, Chicago. 


‘Holiday,’ Curtis Monthly to Appear Feb. 15 
Philadelphia, Sept. 28.—Holiday, 
monthly magazine, will appear about Feb. 15. 
will be a deluxe job covering travel, resorts, etc. 
vertising rates will be announced soon. 


Kudner Resigns Railroad Account 

New York, Sept. 28.—Arthur Kudner, Inc., has resigned the $1,000,- 
000-a-year account of the Association of American Railroads, Wash- 
ington, which it has had since 1936, because it competes with TWA, 
Lear Aviation and General .Motors aviation accounts. 


James Linen Named Publisher of ‘Time’ 
New York, Sept. 28.—James Linen, 33, formerly with the OWI in 
Europe, and before that advertising manager of Life, will be pub- 


Curtis Publishing Company’s new 
Priced at 50 cents, it 
Circulation and ad- 


P. I. Prentice, formerly publisher, 


joins Roy E. Larsen, Charles Stillman and Howard Black in a four- 


Only 5% of Members 
to Cut; Few Face 
‘Reconversion’ 


New York, Sept. 27.—Sixty-three 
per cent of 152 member companies 
of the Association of National Ad- 
vertisers, reporting in a survey, 
expect to increase their advertis- 
ing budgets from 1944 levels and 
73% plan to spend more than in 
1940. 

Eighteen per cent of these na- 
tional advertisers will increase ex- 
penditufes for the remainder of 
the year, and 2% will spend less 
in this period. 

Five per cent of ANA members 
intend to spend less for advertis- 
ing in 1946, and half of these call 
the reduction “only temporary.” 
The remaining 32% will spend 
about the same amount as in 
1944. Of the 63% increasing ex- 
penditures for 1946, more than 
half will do so by 20% or more. 
Estimates of percentage increases 
range from 5% to 300%. 


Want Circulations ‘Restrained’ 


A total of 133 members went on 
record as urging publishers to hold 
circulations to a “quality” basis 
permitting only “natural” growth. 
Only seven members prefér to 
have publishers “promote substan- 
tial circulation increases with 
broader market coverage.” 

Sixty-three per cent of adver- 
tisers covered, the ANA said, be- 
lieved that “advertising rate in- 
creases will have to be justified by 
publications on the basis of sound 
‘natural’ growth and quality cir- 
culation.” Some . members—the 
number not announced—said they 
“will not view an increase in ad- 
vertising rates as being merited 
if its purpose is to enable the 
publication to reduce the price to 
the reader.” 


Extra Functions Added 


During the war, 70% of adver- 
tising departments of ANA member 


Now You Can Buy 
a Quonset Hut 
in One Package 


Detroit, Sept. 27.—Now you can 
buy packaged steel structures. 

The Stran-Steel Division of 
Great Lakes Steel Corporation is 
initiating straight product selling 
for the company’s quonset steel 
buildings in a test advertising 
campaign to begin Oct. 1. The 
program will be directed to both 
farm and industrial markets dur- 
ing an experimental period of 
three months. 

Insertions are scheduled in about 
50 farm region newspapers in 
Michigan, Wisconsin, Illinois, New 
York and Texas, and announce- 
ment ads are also planned in local 
papers where there are dealers. 
Industrial ads will appear in about 
12 metropolitan newspaper§ during 
the week of Oct. 1 in the same 
states. 

Stran-Steel also plans to back 
up its advertising with direct mail 
to a dealer-supplied list and to 
provide dealers with advertising 
}mats for local use. , 


— ee 7 — ; 
| z 
a ee 
a —— capes nee 
= ae 4 
ee ni 
| 5, 
p 
—EEEe 
OS 
— OL ——— 
a ||) 
a a 
= _ _ 
a | rrrrt—“(i‘i‘i‘i‘~ 
= es 
ee! —— — 
A 
ee 


2 


companies covered in the survey |other 2% are undecided, and 32% | bution. ‘ 


performed new and larger func- 
tions, such as assisting with public, 
employe, community and govern- 
ment relations. More than 80% 
of these companies expect to con- 
tinue to use their advertising de- 
partments for these purposes. 
About one-third of all these adver- 
tising departments will do more 
work of this kind after than 
during the war, and only one-sixth 
of the departments will be relieved 
of some of their war-born duties 
in public and industrial relations. 

Eighty-seven per cent of 152 
member companies reported to the 
ANA that they are not faced with 
a major job of reconversion, and 
almost all of them expect that 
within a year their product output 
will equal prewar volume. Only 
one company said that more than 
a year probably would be needed 
for its production to equal the pre- 
war figures. 


Most Have New Products 


Sixty-six per cent of the com- 
panies plan to introduce new prod- 
ucts within the next year. An- 


|do not plan to introduce new | 
|products by next September. 

The survey also indicated: 

“1. An increase in the trend 
among advertisers toward decen- 
tralization of production and mar- 
keting operations. 

“2. A greater degree of selec- 
tivity in choosing retail outlets. 

“3. Few planned changes in 
distribution channels on anything 
even approaching a revolutionary 
scale.” 


More Decentralization Planned 


Twenty-three per cent of the 
companies plan more decentraliza- 
tion of operation, while only 2% 
would move in the opposite direc- 
tion. While, compared with pre- 
war, 61% of members plan “no 
significant changes” in number of 
retail outlets, 37% plan to reduce 
this number. Most advertisers 
covered expect to have from 5 to 
15% fewer outlets than before the 
war. Only 2% indicate less selec- 
tive distribution. 
| Only 11% contemplate any ma- 


| jor changes in channels of distri- 
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e ANA has a total of more 
than 300 company members. 


Thompson to Head Sales 
of New Pillsbury Unit 


J. J. Thompson, with Pills- 
bury Mills, Inc., Minneapolis, for 
the past 12 years, has been ap- 
pointed head of a new sales pro- 
motion department. 

Alex Persons, vice - president 
of grocery products sales for the 
past five years, has been appoint- 
ed vice-president of trade rela- 
tions, He has been with the com- 
pany for 17 years. Douglas G. 
Anderson, formerly east central 
grocery products sales manager, 
succeeds Mr. Parsons. 


Eureka Promotes Noble 


Frank Noble, with the contract 
engineering department of Eureka 
Vacuum Cleaner-Company, Detroit, 
since 1943, has been appointed 
sales promotion manager of the 
Eureka division. Before joining 
the company, he was in the sales 
promotion department of National 
Distillers Products Corporation, 
New York. 


ten, o 
~ ~ 


INDIANAPOUS 6 


mrt: "tyr 


ss =. ¥ Sa it mes! 
NEW YORK 17 — Don A. Carroll, 110 E Pye a. CHICAGO 11 — J. é Lutz, Tribune Tower 
— JF. Breeze, Bus. Mgr. 


ar | 


Now — Owning and Operating Radio Station 


WIBC 
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ANPA Committee 
Formed to Boost 
Newsprint Supply 


New York, Sept. 27.—The 
American Newspaper Publishers 
Association announced today for- 
mation of a committee, headed by 
its president, William G. Chand- 
ler of Scripps-Howard News- 
papers, to aid in increasing news- 
print production and “to try to 
make certain that no newspaper 
suspends publication because of 
lack of newsprint.” 

The appointments follow a dis- 
cussion by the ANPA board after 
the WPB newspaper industry ad- 
visory committee recently recom- 
mended. that newsprint order 
L-240 be revoked by WPB at the 
end of 1945. The committee said 
then that it should be made “clear 
to publishers and others con- 
trolled by L-240 the necessity and 
advisability of taking immediate 
action consistent with the anti- 
trust laws towards a program by 
industry” dealing with newsprint 
problems. 

The ANPA emphasized that “no 
pool of newsprint will be made 
available to be shunted about on 
the basis of what any committee 
or publisher might desire to do,’’ 
and reiterated a recent ANPA 
statement that neither the govern- 
ment nor the ANPA manufactures 
any newsprint. 

Other committee members are 
Norman Chandler, Los Angeles 
Times; Robert B. Choate, Boston 
Herald-Traveler; Howard Davis. 
New York Herald Tribune; W. L. 
Fanning, Macy Newspapers, Yon- 
kers, N. Y.; F. M. Flynn, New 
York Daily News; Gene Robb 
Hearst Newspapers; Carl B. Short 
News and World-Times, Roanoke 
Va., and Arthur B. Treanor, News, 
Saginaw, Mich. 


Absorbs Utah Radio, 


Universal Cooler 


Merger of Universal Cooler 
Corporation, Marion, O., and Utah 
Radio Products Company. Chi- 
cago, into International Detrola 
Corporation has been approved by 
stockholders of all three com- 
panies. The merger will be effec- 
tive Oct. 31. 

The merged organization has 
nine plants in the U. S. and two 
in Canada, and will produce home 
and auto radios, loud speakers 
and radio parts, commercial re- 
frigeration units, domestic refrig- 
/erators and furniture cabinets, 


| Lindquist Joins Edison 
| Norman C. Lindquist, formerly 
|in charge of advertising and pub- 
licity for the Navy Recruiting 
Service, Chicago, has joined Com- 
/monwealth Edison Company, Chi- 
| cago, as senior copywriter. Before 
| entering military service Mr. Lind- 
|quist was associated with Chicago 
| Screw Company. 


Advertising Age, October 1, 194; 


Open Vocational 


Service for Vets 

Chicago, Sept. 27.—A group of 
Chicago business men, including) 
many advertising men, has anJ 
nounced organization of Busines 
Vocation Committee, Inc., a non] 
profit organization to assis{ 
veterans having specialized quali, 
fications to find suitable job 
opportunities. i 

The group is headed by Ken# 
Chandler, A. B. Dick Company 
with Samuel R. Penfield, western] 
manager of Curtis Publishing) 
Company, as_ assistant general 
chairman. It will begin operations4 
Oct. 1 in cooperation with thef 
separation center at Fort Sheridan. 

“Veterans having a background 
of education and training which 
might qualify them for jobs lead- 
ing to administrative or manage- 
ment positions are given personal 
information forms at the separation 
center,’ Mr. Chandler explained. 
If they are interested they fill out 
the form and forward it to com- 
mittee headquarters, where it is 
checked. 

Qualified veterans are then in-j 
terviewed by an executive experi- 
enced in the kind of work or line 
of business in which the veteran 
is interested or for which he seems 
best fitted, and he is then put in 
touch with suitable job oppor- 
tunities. 


‘Inquirer’ Buys 
Philly's WFIL 


Philadelphia, Sept. 27.—Subjec: 
to FCC approval, Walter H. An- 
nenberg, publisher of the In- 
quirer, today announced purchas 
of WFIL from a wholly ownei 
subsidiary of Lit Brothers fo: 
$1,900,000. The station is affiliated 
with American Broadcasting Com- 
pany. 

The transaction includes a) 
equipment and broadcasting facil 
ties of WFIL and WFIL-FM, bu 
does not include the Widene 
building, purchased 
WFIL Broadcasting Company, no 
other securities owned by the con 
pany. Studios and offices will r¢ 
main in the building, and Rog 
W. Clipp will continue as gene! 
manager, with no personne 
changes contemplated. 

The Bulletin recently purchas* 
WPEN, and the Inquirer-WFI 
deal indicates that the era 
separation between radio al! 


‘|mewspapers in this city which ha 


obtained for many years is drav 
ing to a close. 


Leaves Globe-Wernicke | 
George S. Long has resigned «J 
district manager of the advertis) 


ing and sales division of Globe 
Wernicke Company, Norwood, 0} 


after more than 35 years with t! 
company. 


A MARKET wits MONEY 


RICH FARMS — 


Oklahoma's No. |, Market. 


82% 


as great as 
Entire State of 
OKLAHOMA 
- in 
KVOO'S Daytime 
Half-Millivolt Area 


This includes the bonus counties in Missouri, Kansas, and Arkansas, 


making the KVOO market the best buy in OKLAHOMA — truly 
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Attendance At Relays Sets Record: 
Fans Want Track Meets On Sunday | 
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Ralph Nicholson. Owner and Publisher 
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Reichhold Named 
Cosmo Chairman; 
Grant Is Agency 


his appointment marks the in-| invade consumer publications. 
auguration of an aggressive pro-| Cosmo was founded = severai 
motion program. |months ago as Cosmopolitan Rec- 
The company appointed Grant|ords, Inc., with offices in New 
| Advertising, New York, this week | York and a plant on Long Island. 
‘to handle advertising and begin-| As a result of Mr. Reichhold’s en- 
ning Saturday, Sept 29, the com-/|trance into the firm, Cosmo has 
New York, Sept. 26.—Henry pe will sponsor “Cosmo Tune| already begun construction of an- 
Reichhold, chairman of the board Time” over 64 stations of the) other plant in Detroit. 
of Reichhold Chemicals, Inc., De-| Mutual network at 9-9:30 pm., President of Cosmo is Harry W. 
troit, has been named chairman) ppt. |'Bank, formerly associated with 
of the board of directors of Cosmo) Although final advertising plans| James Roosevelt as vice-president 
Records, Inc., New York. He re-| are not yet set, Cosmo will imme-|of Globe Productions and vice- 
cently acquired a substantial in-| diately begin advertising in busi-| president in charge of recording 
terest in the record company and|ness papers, and eventually will| artists is Mortimer Paletz, for- 


merly chief of 
Columbia Records. 
All research facilities of the 
Reichhold corporation have _ be- 
come available to Cosmo. This 
would seem to indicate interest in 
plastic records, since for many 
years Reichhold research has de- 
voted much time to plastics. 


recording 


Names Ralph Harris 

Klein & Jackson, Inc., New York, 
building construction and manage- 
ment, has appointed Ralph Harris, 
New York, to direct advertising. 


total farm cash income last year. 


Farm JouRNAL with its 24% million subscribers makes more sales calls every 
month than any other farm magazine. More by half a million. And the calls 
are made on the best prospects—families with the most money to spend. 
81.4 percent of Farm JOURNAL circulation is in the “Top Half” counties of 


the U.S. A. The counties where farmers took in 81.4 percent of the nation’s 


Farm Journal voc: rec er nscnzne 


GRAHAM PATTERSON, Publisher e 


PHILADELPHIA & 


for | 
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‘Bia’ Advertisers 


Assailed by Durr 


New York, Sept. 27.—FCC Com- 
missioner Clifford J. Durr today 
called on broadcasters to band to- 
gether to resist the pressure of 
advertisers and advertising agen- 
cies, which he accused of “‘enslav- 
ing the muses to serve their ends.” 

Speaking at Christ Church 
forum, the FCC’s most liberal] 
member deplored the fact that sta- 
tions are demonstrating no indica- 
tion that they propose to fight 
back at the “comparatively few” 
national advertising agencies and 
advertisers which are exerting in- 
creasing power over programming. 

In failing to do so, Commis- 
sioner Durr said, licensees are 
abandoning the trusteeships im- 
plied in their grants from the com- 
mission, by turning over their 
facilities to those who have 
responsibility to the public, “but 
only to clients whose goods, or 
particular idea of the American 
way of life, they are employed to 
sell.” 


Faces ‘Uphill Fight’ 


Describing the “uphill fight” that 
la single broadcaster faces in re- 
sisting “this trend,” the commis- 
|sioner pointed out that in 1944, 
138% of CBS’s business was han- 
dled by four advertising agencies; 
37% of American’s by four agen- 
cies; and 31% of Mutual’s by four 
agencies. He had no figures for 
NBC. 

“Tne network story, moreover, 
is not the whole picture,” he con- 
tinued. “The same advertising 
agencies handle national non-net- 
work advertising business and pro- 
vide recordings broadcast by local 
stations. 

“What, then, can a conscientious 
broadcaster do when he is offered 
a singing commercial in the period 
which he has set aside for serious 
music, or when an advertising 
agency demands an evening hou: 
which he has set aside for a pro- 
gram making use of local talent, 
or as a forum for discussion o! 
local problems? 

“He can, of course, refuse; bu! 
the advertising agency which con- 
trols not one account, but many 
may take all his business and 
place it in the hands of a competi- 
tor.” 

Commissioner Durr was pessi- 
mistic about any improved pro- 
gramming to be expected from FM 
explaining that “it now seem: 
more likely that FM will become 
predominately a mere adjunct 0! 
standard broadcasting.” 


Rowden Heads Ass’n 
Fred Rowden, advertising man- 
ager of the St. Louis Post-Dis- 
patch, was elected president o! 
the Midwest Newspaper Advertis- 
ing Executives’ Association at the 
close of a recent two-day meeting 
in St. Louis. Richard Hale, ad- 
vertising director, Shreveport 
Times, was elected vice-president, 
and Thomas G. Devaney, adver- 
tising manager, Omaha World- 
Herald, secretary-treasurer. 


Complete Coverage 
of one of the 


greatest 
post-war industries 
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THE FAIR STORE 


ae cis 


Peet ee) eee 


FIRST in CHICAGO 


SS 


= 
50,000 watts 


Represented by NBC SPOT SALES 


AQ at 12:00 NOON 


The Fair Store, one of Chicago’s most important department stores, having successfully 
used radio to sell their merchandise, recently decided to inaugurate a new campaign. 
They wished to make a deeper impression on the 2,855,700 families who comprise the 


second largest market in the United States and who spend over $3,500,000,000 annually. 


WMAGQG has been carrying a campaign for the Fair Store since September of 1944. | 


When they decided to put on this new and larger campaign it is of great significance 
that they again chose WMAQ—the Chicago station most people listen to most. 

And so The Fair currently sponsors Moulton Kelsey Monday thru Friday at 12:00 noon 
and Greg Donovan at 5:00 pm with up-to-the-minute news. These two features are an 
integral part of WMAQ's program schedule which is the finest in the world. 

WMAQ—morning, noon and night—reaches the people who listen and buy. Infor- 


mation concerning time availabilities furnished upon request. 


The Chicago station 
most people listen to most 
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’Yank' Bows Out in 
December; Army : 
‘to Keep Name =" 


Washington, Sept. 27.—Yank, 
ythe Army’s weekly combat maga- 
zine, which: once had 21 editions 
‘producing nearly 3,000,000 copies 
A@throughout the world, will dis- 
scontinue publication with the Dec. 
28 issue, the War Department an- 
nounced today. 


When Yank. folds at the end of 


the year, the War Department 
will retain full title to the name 
“for whatsoever future disposition 
‘it may decide,” and subscribers 
will receive refunds for unex- 
pired subscriptions, it. was said. 

Honorable discharge _ was 


| 


awarded W@nk, th® War Depart- 
ment said, ‘because its mission of 
spreading combat news has ended, 
and other types of news can be 
furnished to soldiers through the 
more than 3,000 service news pub- 


lications of various sizes and 
through the Army’s radio sta- 
tion* 


The War Department also noted 
that “overseas editions of news 
papers and general civilian maga- 
zines are reaching an increasingly 
large’ number of soldiers in all 
parts of the world.” 

In three and a half years, Yank 
evolved new techniques in pub- 
lishing, reproduction and_ distri- 
bution, the, War Department ob- 
served. Overseas editions were 
reproduced from mats or from 
filmS airmailed weekly from edi- 
torial headquarters in New York. 


Pages in some overseas editions 
were made over with local news 
of particular interest to the soldier 
audience, 


Maytag Acquires Globe 

Maytag Company, Newton, Ia., 
has purchased a substantial inter- 
est in the Globe American Corpo- 
ration, Kokomo, Ind., and Macomb, 
Ill., manufacturer of gas ranges 
and brooders. No merger of the 
companies is planned, according to 
Fred Maytag, president of Maytag 
Company. 


Sears Names Two V.P.s 


Jackson F. Moore, manager of 
the Chicago retail store group of 
Sears, Roebuck & Co., and H. W. 
Kingsley, regional manager of the 
Pacific Coast territory, have been 
named vice-presidents of Sears. 


tation, 


Zenith Promotes 


Zenith Radio Corporation, Chi- 
cago, has named the following to 
Zenith Radio’ Distributing Corpo- 
wholly-owned subsidiary 
which is exclusive wholesale dis- 
tributor of Zenith radios and hear- 
ing aids in Chicago and northern 
Illinois; James H. Hickey, formerly 
Washington, D. C., office manager 
for Zenith, general sales manager; 
Charles F. Parsons Jr., supervisor 
of Zenith war contracts during the 
war, sales manager, and Thomas 
B. Stone, salesman for the dis- 
tributing company since 1936, dis- 
trict manager. 


Cromwell Rejoins Pogue 


Cogswell Cromwell, recently 
released from the Army, has re- 
sumed his position as display direc- 
tor of H. & S. Pogue Company, 
Cincinnati. 


. 
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VRINTED IN SUPPORT OF THE GOVERNMENT 


AND WAR ADVERTISING COUNCIL 


PROGRAM OF 


THE 


NEW YORKER. 


No. 25 WEST 43rd STREET 
NEW YORK :8, N. Y. 


fering 


reprints of this advertisement 


ECONOMIC STABILIZATION 


to anyone who wishes to have them.) 
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WU Plans First 
Extensive Drive 
in 94 Years 


New York, Sept. 27.—For t! 
first time in its 94 years, Wester 
Union Telegraph Company 


ing campaign, described as an in 


several hundred thousand dollar 

Detailed plans, 
not being revealed by compan 
spokesmen or the _  advertisin; 
agency, J. Walter Thompson Com 
pany. 


reported not yet set, and al- 
though some time ago a plan t 
change the company’s 
“Don’t write—telegraph,” wa 
considered, no discussion has bee: 
held recently on this subject 
Western Union, which was joined 
by Postal Telegraph in 1943, had 
a total capitalization of about 
$309,500,000 on Dec. 31, 1944. 

To date the company has con- 
ducted only a small amount of 
publication advertising, all de- 
voted to special occasions such a: 
Mother’s Day and to promote day 
/and night letters when those serv- 


lices were first introduced. These 


campaigns were handled by N 
W. Ayer & Son. 

Major promotion of Western 
Union has been through point-of- 
sale material, including display, 
pieces for office windows and in- 
teriors and printed matter, al! 
handled directly by the company 

Western Union will mark its 
centennial year on April 4, 1951 
|seven years after the centenna: 
of the invention of the telegrap! 
celebrated May 24, 1944. 


Gillette to Air 
World Series 7th 
Year on Full MBS 


Boston, Sept. 27.—For the sev- 
enth consecutive year, Gillett 
Safety Razor Company will spon- 
|sor the World Series baseba! 
games over the full network 
\the Mutual Broadcasting System 
|plus other stations which migh! 
‘request its facilities. 
| First three games of the series 
| Oct. 3, 4 and 5 will be played 
either in Washington, D. C., 0 
| Detroit, the American League cit) 
|If Detroit is the winner, games 
| will continue on consecutive days 
| Oct. 6, 7, 8 and 9 in St. Louis 0: 
Chicago. If Washington wins 
‘however, there will be no broad- 
|cast on Oct. 6, when the team w!! 
be enroute to the National League 
city—but the series will be re- 
sumed in St. Louis or Chicag 
Oct. 7, 8, 9 and 10, or until | 
series is culminated. 

Bill Slater and Al Helfer w 
handle the play-by-play accoun! 


while Bill Corum will describe 
the color of the contests. 
Maxon, Ine., Detroit, is 
agency. 


Lithographers to Meet 


The National Association 
Photo-Lithographers, New Y° 
will hold its annual convention 
the Bellevue-Stratford Hotel, P! 
| adelphia, Nov. 1-3. 
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launching an extensive adverti:- 


stitutional magazine series backed 
by an appropriation running t 


however, are 


Starting date and theme are 
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...dramatic proof that I+Il=12 


FRANKLY, wed rather have you disre- 
gard our arithmetic for a moment and 
look at our program department's irre- 
pressible genius for creating unusual 
shows. Whenever they can squeeze a 
new one into the schedule they re ready 
to perform nip-ups. (Smartly performed 
nip-ups, of course! ) 


Which brings us back to 1 + 1 = 12. 
No matter what creative heights these 
gentlemen attain, they demand that their 
brain-child have: (1) entertainment 
punch plus (1 again) technical excel- 
lence. Together these are an ideal 
description of the Twelve Players. 


The punch comes from the brilliant 
make-believe of a dozen star-rated actors 
( Bea Benaderet, Jack Moyles, Mary Jane 
Croft, David Ellis, John Lake, Cathy 
Lewis, Charley Lung, Edmund Mac- 


Donald, Howard McNear, Jay Novello, 
Herbert Rawlinson and Lurene Tuttle ). 
Their personalities are as familiar and 
exciting to listeners as the top programs 
on which they repeatedly appear: Lux 
Radio Theatre, Screen Guild, The 
Whistler . . . for example. 


The technical excellence is expertly pro- 
vided by CPN’s accomplished studio 
staff, working with dramatic scripts by 
Hollywood's top-talented writers, pol- 
ished to a high production luster by the 
facilities of the Idea Network. 


So, you see, 1 + 1 = 12 isn't inflation. 
It's a sound proposition for a _— 
who wants to cash in on a success-bound 


show. If you can use TWELVE ways 
to increase your West Coast profits, call 
us or Radio Sales. 


2 oo 2 ae 
: e 


A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM 


Palace Hotel, San Francisco 5 * Columbia Square, Los Angeles 28 * Represented by Radio Sales, the SPOT Broadcasting Division of CBS 
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Joins Elliott & Evans 

Charles E. Bailey has been ap- 
pointed advertising and sales pro- 
motion manager of Elliott & Evans, 
Inc., Cleveland, distributor in 
northeastern Ohio of nationally- 
known household appliances. Mr. 
Bailey has been serving as techni- 
cal and engineering data coordi- 
nator for the Army air forces in 
the Cleveland area, and has had 
many years’ experience in the 
advertising field. 


Lainson Color Studios 


- 


Glenn 
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Newspaper Net 
May Act Soon 
on Rate Basis 


New York, Sept. 27.—Members 
of a group of 23 large newspapers, 
which last week (AA, Sept. 24) 
endorsed a report by Marion Har- 
per & Associates on the feasibility 
of setting up a national newspaper 


network for group selling, are said 


| 


| 


to be fairly well agreed on the 
advertising rate structure, and are 
expected to decide on it definitely 


}at a meeting soon. 


Critics of the plan point out 
that, at this time of paper short- 
age, newspapers do not have to 
grant rate concessions. They also 
question whether adve.tisers will 
accept a “frozen package” of 
newspapers, which have long been 
sold primarily on their flexibility 
of coverage, and whether the 
group will be able to hang to- 


| 


gether as at present. 

One leading member told AA 
that the group definitely is hang- 
ing together and that the “pack- 
age” can be adapted to meet 
advertisers’ needs. 


‘Farm Journal’ Adds 
Starch Survey 


Farm Journal, Philadelphia, has 
announced that advertising read- 
ership studies will be made of all 
Farm Journal ads of a half page 
or more by Daniel Starch & Staff. 
A report on readership of the ads 
and comparison with similar copy 
in other publications will be 
ready shortly. 


Hilliard Named V. P. 


Thomas J. Hilliard, general 
manager of sales of Carnegie-IIlli- 
nois Steel Corporation, Chicago, 
has been elected vice-president in 
charge of sales. He will be suc- 
ceeded by J. Douglas Darby, who 


has been Philadelphia sales man- 
ager. 


Walter Weir, 


Stanley Brown 
Form Agency 


New York, Sept. 27.—A 10-year 
acquaintance will ripen into an 
advertising agency about Oct. 15, 
when Stanley A. Brown and Wal- 
ter Weir start operations as Brown 
& Weir, Inc., at 250 West 57th 
St., New York. 

Mr. Brown will be chairman of 
the board and Mr. Weir president. 
Other executives and the two ac- 
counts which the agency has al- 
ready will be announced later. 
The agency, to be owned 50-50 
by the two principals, is the cul- 
mination of efforts to get together 
in a business of their own since 
Mr. Brown first hired Mr. Weir at 
Brown & Tarcher, New York, in 
1935. 

Mr. Brown will be in charge of 
“business, new business and mer- 


Radio is like polo: you have to "ride off the 


opposition if you are to score sales-making shots 


in every chukker. And when you use WSIX you've 


got a ten-goal man on your side — because WSIX 


has the best daytime Hooperating of any Nashville 


station. 


WSIX makes even a "nearside forward 


REPRESENTED NATIONALLY 


AMERICAN @ MUTUAL 


a 
FOR DETAILED 
REFERENCE DATA 


See get 

THE ook 
até ® 

D>" CONSUMER 


MARKETS EDITION 
L oa 


5000 WATTS 


POR TY 


980 KILOCYCLES 


nev 


shot" seem easy because 
both AMERICAN and MUTUAL — gives wide 


coverage of middle Tennessee with a million poten- 


it offers top shows of 


tial buyers of your product. No wonder WSIX has 
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chandising,” they both told AA, 
and Mr. Weir will direct all crea- 
tive work. 


Started with Ayer 


In 17 years, Walter Weir, nov 
36, has written copy for about 
$100,000,000 of advertising space, 
first as a copywriter with N. W. 
Ayer & Son, the Blackman Com- 
pany (now Compton Advertising, 
Inc.) and Brown & Tarcher; then 
as copy chief of Sherman K. Elli 
& Co., and J. M. Mathes, Inc., and 


Walter Weir Stanley Brown 


then as vice-president and copy 
director of Lord & Thomas (now 
Foote, Cone & Belding) and, until 
Sept. 1, of Kenyon & Eckhardt. 
Mr. Brown, 52, “graduated” fro 
Wall Street into the agency busi- 
ness 15 years ago. He has spe- 
cialized in management and mer- 
chandising —first with H. W 
Kastor & Sons, then with Brown 
& Tarcher and Brown & Thomas, 
and more recently as an account 
executive with Dancer-Fitzgerald- 
Sample, New York office. 


Few Accounts Planned 


relatively few accounts, but non¢ 
|of less than $100,000. Mr. Brown 
'and Mr. Weir emphasize, however, 
| that they will place “no limitatio. 
/on billings”; that some larger ac- 
/counts can be handled as easily as 
‘smaller ones, and_ still enable 
‘agency principals give then 
| adequate direction.” 

| Mr. Weir has five children but 
in a forthcoming advertisement i: 
|advertising business papers an- 
/nouncing the agency, Brown & 
Weir will point out that agencies 
|which have grown too large have 
| borne more “pups” than they can 
|feed. Too many clients of larg: 
|}agencies, they believe, have to b: 
| “fed synthetically,” because the) 
have more clients than their prin- 
|cipals can handle. 

| Mr. Brown and Mr. Weir intend 
|to nurse their clients personally. 

| The agency will start function- 
ling in 2,700 square feet of spact 
|as soon as the OWI vacates the 
space, 


| etiam 


Begin Fat Salvage Drive 
American Fat Salvage Commit- 
| tee, Inc., New York, through Ken- 
|yon & Eckhart, will next week 
| launch two campaigns to run con- 
|currently through December 
;}every English and foreign 

| guage daily in the country, 
| county seat weeklies, and 
| Negro newspapers. Two ads ol 
400 and 500 lines will announct 
increases in the point and mone} 
values of fats and will show w') 
fat salvage is necessary to hel} 
reconversion. A series of 50-lin¢ 
} insertions will follow. 

| 


| Futterman Opens Office 


William Futterman, who 
signed recently as vice-presid: 
and sales promotion manager 0! 
Goldblatt Bros., Chicago depart- 
ment store chain, to open his 0 
advertising agency, has esti 
lished quarters at 188 W. R: 
dolph St., Chicago. The teleph: 
is Franklin 3896. 


| The new agency plans to take 


to 


lan- 
965 


aye 


Hascall Heads Henri, 
Hurst Departments 


| E. F. Hascall Jr., vice-presid:™' 
|'of Henri, Hurst & McDonald, ¢ 
|cago, has been placed in cha 
of all the agency’s department 
| The appointment, it is said, ¢ 
|not constitute any radical chanst 
lin the agency’s method of ope a 
|tion, but is rather a centralizat.© 
lof creative authority necessita‘ 
'by the agency’s expansion. 
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. If general reader interest 


‘The United States News can be 
iged by the interest it arouses 
hour own organization, it cer-— 
inly deserves its prefer -ed 
ition on our schedule." 


Db. McKnight, 


vertising Manager 
SERAL MOTOR TRUCK COMPANY 


in the history of mankind has any nation 
been called upon to assume as great a 
responsibility as that which now rests 
on the people of the United States. 


All nations look to us for help in the re- 
construction years ahead. The job of 
rehabilitation is tremendous .. . it literally 


covers the earth. 


Washington has now become in fact the 
capital of the world. 


At home, we find ourselves deeply involved 
in unemployment problems .. . rapid de- 
mobilization . .. the threat of sky-rocket- 
ing prices...taxes...inflation and 
many other reconversion headaches. 


Key Management Men everywhere are 


[closely watching every move that is made 


in Washington. They know it may directly 
affect their own plans. 


And these important men must have a reliable source for 
all such information. That is why they read The United 
States News each week. : 


Why not call on these men in their homes each week and tell 
them your story by advertising in The United States News? 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 
corporate and family buying 
- 

Daniel W. Ashley 


Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


* The only publication of its kind * 
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Kastor Announces 
New Agency; Will 
Handle Drene Ads 


New York, Sept. 26.—Formation 
of a new agency, which will han- 
dle, among other accounts, Procter 
& Gamble Company’s Drene sham- 
poo, was disclosed here this week. 
It will be known as Kastor, Farrell, 
Chesley & Clifford, Inc., with 
headquarters here and radio pro- 
duction offices in Hollywood. 

Announcement of the new 
agency was made by H. W. Kastor 
& Sons Advertising Company, with 
headquarters in Chicago and of- 
fices in New York, St. Louis and 
Hollywood. H. Kastor Kahn, pres- 
ident of the Kastor agency, also 
will head the new firm. 

Kastor, it also was explained, 
will continue to serve its other 
P&G accounts, as well as all other 
business serviced by the agency’s 
Chicago and St. Louis offices. 


Chesley Is Executive V. P. 


Principals in the new firm, be- 
sides Mr. Kastor, include: Wil- 
loughby S. Chesley Jr., for the 
past six years account executive 
with Young & Rubicam, executive 
vice-president; William R. Far- 
rell, formerly vice-president and 
director of research of Benton & 
Bowles, vice-president and secre- 
tary; John M. Van Horson, with 
Y&R for the past 10 years as 
manager of its merchandising de- 
partment and more recently as 
manager of its newly-created new 
products division, vice-president 
and treasurer; and Charles E. J. 
Clifford, formerly vice-president 
and copy director of Benton & 
Bowles, vice-president. Mr. Far- 
rell before joining Benton & 
Bowles was vice-president of A. C. 
Nielsen Company, Chicago. 

James Wright, vice-president in 
charge of radio at Kastor’s Holly- 
wood office, will remain in the 
same capacity with the new 
agency. George Duram and Todd 
Franklin of Kastor’s Chicago office 
have moved to New York and will 
continue in their former capacities 
as assistant account executive and 
director of research, respectively. 


‘Highly Departmentalized’ 


The Kastor announcement said 
the new company “has been or- 
ganized to operate as a highly 
departmentalized advertising 
agency, with each department 
headed and directed by specialists 
in their respective fields.” Em- 
phasis has been placed upon 
strength of the creative groups and 
upon merchandising and product 


development work. Client service 
will include the usual agency prac- 
tices and in addition “will be ex- 
tended to encompass all factors 
having any bearing upon success- 
ful product promotion, starting at 
the factory and extending through 
all phases of distribution and 
sales.” 


Follows Resignations 


The unusual move announced 
this week comes only about a 
month after four members of Kas- 
tor’s Chicago staff, including V. T. 
Mertz, executive 
announced their resignation from 
the agency and their intention of 
remaining together as a _ group. 
They had been in charge of Drene 
shampoo advertising for the past 
five years. 


N.Y. Finds GI's Want 


Gas Stations, Stores 

Discharged servicemen plan- 
ning to establish their own busi- 
nesses most frequently request in- 
formation concerning gasoline fill- 
ing stations and small retail stores, 
the New York State commerce 
department has disclosed. Elec- 
trical appliance stores and grills 
are runners up in the long list of 
private enterprises considered. Re- 
quests range from raising goats to 
operating a diaper laundry serv- 
ice. 


from an Australian who requested 


Brae 


Industry Warned 
on Misuse of Byrd 
Cloth Trademark 


New York, Sept. 26.—Readers 
of Monday’s New York Journal 
of Commerce were warned in a 
600-line advertisement that “there 
is only one Byrd cloth, manufac- 
tured and sold by W. Harris 
Thurston, Inc.,” division of Reeves 
Brothers, Inc. The ad first broke 


‘miral Byrd’s antarctic expeditior 


Advertising Age, October 1, 1943 


Byrd cloth trademark and urg: 
converters, manufacturers, mer- 
chants and consumers alike ;{ 
realize that Byrd-cloth is not 

generic term. No specific manu- 
facturer or group of manufac- 
turers is involved in the com- 
pany’s precautionary ads, bu 
rather, ADVERTISING AGE was told. 
there is a general trend toward 
the misuse of a brand name 
which originated when the clot! 57 
was perfected at the time of Ad 


The department supplies infor- l : : Wortman, Barton & Goold, Inc 
, oeet : t week in the textile cutters’ ’ eee, Pa 
: - mation on statistical and technical - ; : , A yertis 
vice-president, data and on local conditions, add. trade publication, Daily News a the company’s adverti: 
ing loon contacts where possible, | Record, and is scheduled for Wom- | *"®: Chicé 
Out-of-state inquiries are also be-|en’s Wear Daily and, under a ‘ the wa 
ing handled, including one inquiry | “notice” instead of “warning” Florists Name R&R neal fe 


Allied Florists’ 


: : ; i ; Association of ' 

information on opening an agency | (°PtOm, Zor an early issue of the! iinois has appointed the Chicago fj (use 
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Advertising Age, October 1, 1945 


15% Increase in 
“HB House Magazines 
ls Expected 


it 57% Planning to 
Start ‘External’ 
Papers, Study Shows 


Chicago, Sept. 27.—The end of 
the war will mean more, rather 
than fewer industrial publications 
(house organs), according to a na- 
t tionwide survey just completed by 

the National Council of Industrial 


Editors. 

Within the next few months, the 
number of magazines and periodi- 
cals of all kinds published by and 
for individual businesses is likely 
to increase about 25%, the study 
indicates. The findings were pre- 
sented before a meeting of the 
executive committee of the coun- 
cil here this week. National Coun- 
cil of Industrial Editors is a 
federated organization of 20 re- 
gional groups of industrial editors, 
with its membership representing 
nearly 2,000 of the estimated 6,000 
industrial publications now in ex- 
istence. The total circulation of all 
industrial publications is said to 
be almost 43,000,000 copies per 
issue. 

Some 460 companies who an- 
swered the council’s questionnaire 


indicated that major gains would 
come in the field of “external” 
publications—those printed for dis- 
tribution outside the sponsoring 
plant or business—with 57% of the 
respondents expecting to launch 
one or more new publications of 
this nature to carry their com- 
panies’ message to salesmen, deal- 
ers, distributors, potential custom- 
ers, etc. 


‘Internal’ Papers Increase 


Some gains are expected, also, 
in “internal” publications, which 
are primarily circulated among a 
company’s own employes, 28% of 
the respondents expecting to 
launch new papers in this field. 
An additional 15% of the respond- 
ents expect to launch new publica- 
tions which will be designed both 
for internal and external circu- 


lation. 

The survey indicated definitely, 
however, that the house organ or 
company publication will be used 
to a greater extent than ever be- 
fore in outside promotional activi- 
ties, to re-educate salesmen, keep 
dealers and customers informed, 
and lend powerful support to per- 
sonal selling and _ advertising 
efforts. 


Many Started During War 


The remarkable growth which 
this type of publication has had in 
recent years is indicated by the 
fact that more than one-third of 
the papers covered by the study 
were started after Dec. 7, 1941, 
most of them to perform a badly 
needed employe relation job. Of 
the papers studied, 66% were in- 
ternal papers, 10% external, 19% 


apathetic. 


this country. 


key metalworking men. 


AMERICAR 


SPARKED BY AN EXCLUSIVE IRON AGE ARTICLE, 
SHOT PEENING WAS ‘‘TAKEN OVER” BY 
AMERICAN METALWORKING MEN 


A German developed it in 1929 — the shot blasting process 
of surface cold working to improve fatigue resistance. He 
and his associates wrote papers on it (more than 50 to date), 


discussed it at length with German industrialists. They were 


One year later, in 1930, The Iron Age published an article 
based on the German’s findings. This got action. 

American industry instantly recognized the importance of 
this new method ... put it into practice, took over its de- 
velopment. In fact, so little advance had been made by the 
Germans that, when shot peening proved itself here, many 


German companies had to import blasting machines from 


This Iron Age “scoop” (one of many such “‘firsts’’) points 
up in dramatic fashion the wide-awake, thorough editorial 
breadth that has made The Iron Age a ‘‘must” for 100,000 


It is a tribute, too, to the high regard in which The Iron 


Age is held by metalworking men. To them, The Iron Age is 


an authority. They read it regularly, depend on it. 


Knowing this, American advertisers used 8,571 pages in 


The Iron Age in 1944. They like the leader’s ‘‘family circle” 


of 100,000 action-minded men. 


A Chilton & Publication 
100 East 42nd Street, New York 17, N.Y. 
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combination internal-external, and 
5% association papers. As indi- 
cated, this percentage is likely to 
change radically within the next 
few months. 


Most Budgets Not Affected 


Editors of the house publications 
indicated that the end of the war 
had no serious effect on their 
activities; 70% said that arrival 
of peace would not change their 
budget, while 12% believed their 
budget would be increased and 
11% thought it would be de- 
creased. Seven per cent were un- 
certain of the future. 

Willard Swain, California Sugar 
Refining Company, is president of 
the National Council of Industrial 
Editors. The survey was made by 
a reconversion survey committee, 
headed by William A. Rorison, 
Servel, Inc., and including Doro- 
thie Schlect, Ohio Tool Company; 
Harry Ellis, Dr. Pepper Company; 
and H. F. Heil, National Cash 
Register Company. 


Southeastern Starts 
Operating WBT 
Southeastern Broadcasting Com- 
pany has assumed operating con- 
trol of WBT, Charlotte, N. C., 50,- 
000-watt outlet formerly owned 
by Columbia Broadcasting Sys- 
tem. Southeastern is a subsidiary 
of Jefferson Standard Life Insur- 
ance Company, Greensboro, N. C. 
Charles Crutchfield, former 
program director of WBT, has 
been appointed general manager 
of the new organization. He is 
succeeded by Larry Walker. 


Joins ‘Film News’ 


Jeannette Samuelson, with Mo- 
tion Picture Herald for the past 
four years, has been appointed 
managing editor of Film News, 
published by American Film Cen- 
ter, New York, for the promotion 
of educational and documentary 
film production and distribution. 


MICHIGAN’S 
UPPER PENINSULA 


“A STATE WITHIN A STATE’ 


Far removed from the influ- 
ence of any metropolitan 
newspaper. 


The only effective way to put 
your message before the 
families living in this vast 
area is through advertising in 


THE "BIG 5" GROUP 


of newspapers consisting of the 


IRON MOUNTAIN NEWS 


MARQUETTE 
MINING-JOURNAL 


HOUGHTON 
MINING-GAZETTE 
SAULT STE. MARIE NEWS 
ESCANABA PRESS 


No duplicate circulation. These 
| papers will sell the consumers in 


_ THIS RICH MARKET for you. 


| Reasonable individual and com- 
bined advertising rates. 


For information phone or write 
B SCHEERER & CO. 

New York 17, 

44 Ave. 


Chicago |, ss 
35 E. Wacker Dr. 444 Lexington 


| Member of the American Association 
of Newspaper Representatives 
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The reorganization plan for the 
Department of Commerce, an- 
nounced by Secretary of Com- 
merce Wallace last week, is to 
be applauded. If carried out 
properly, it gives promise of lift- 
ing the department out of the 
doldrums it had sunk into under 
a series of weak or “absentee” 
heads and a_ political climate 
which made it dangerous for the 
department to raise its voice 
above the merest whisper. 

Only one phase of the Wallace 
plans—that dealing with the Bu- 
reau of Standards — is causing 
some apprehension among busi- 
ness interests, as ADVERTISING 
Ace’s Washington editor reports 
elsewhere in this issue. The 
other phases of the reorganization 
plan should contribute substanti- 
ally to the assistance of the busi- 
ness community in successfully 
weathering the storms likely to 
be encountered in the next few 
years. Developments should be 
watched closely, and cooperation 
and assistance extended whenever 
possible. 

Some of the reorganization of 
the department can be accom- 
plished without delay, but other 
aspects of the new Wallace plan 
will require legislative assistance. 
In this latter category are the 
plans for revision of the census- 
taking mechanism, under which 
Wallace hopes to take all major 


A Revitalized Commerce Department 


censuses every five years, in- 
stead of at periods ranging from 
two to 10 years as at present. 
The Census of Manufactures is 
now taken every two years, al- 
though none has been taken dur- 
ing the war; the population census, 
census of distribution, and hous- 
ing censuses are now taken every 
10 years, while the Census of 
Agriculture is taken at five-year 
intervals. 

The net result of the changes, 
therefore, would be to provide 
more frequent “bench marks” for 
all major business activities ex- 
cept agriculture, which would re. 
main unchanged, and manufac- 
tures, which would move from 
two to tive-year cycles. All of 
the censuses would not be taken 
in the same year, thus eliminating 
the terrific peaks and valleys in 
Census Bureau operation and pre- 
sumably contributing to faster 
compilation and publication of all 
census data—a condition which 
would be heartily welcomed by 
all users of census data. 

In the main, Secretary Wal- 
lace’s census recommendations 
parallel those of most marketing 
men and business organizations 
interested. Every business user 
of these figures should now make 
certain that the Secretary’s rec- 
ommendations on census taking 
do not strike a snag in Congress. 


Unique Tribute to an Ad 


One of the most striking tributes 
ever paid to advertising and the 
advertising method appeared a 
short time ago in The Christian 
Register, magazine of the Ameri- 
can Unitarian Association, and is 
currently being reprinted in news- 
papers as part of the unusual 
series of public service ads of 
International Latex Corporation. 

The Unitarian article relates 


how International Latex published | 


a long extract from the editorial 
columns of the Washington 
endorsing the maternal and child 
welfare act, a few days after the 
announcement of the atomic 
bomb, under the headline: ‘More 
Important than Atomic Energy— 
Child Health.” 

“It was imagination of a high 
order that conceived and timed 
that advertisement,” said the Reg- 
was imagination 
realm of values. 


“and it 
in the 


ster, 
working 


Post | 


Furthermore, it makes just the 
sort of bold and startling affirma- 
tion as to relative values that re- 
ligion has prided itself upon mak- 
ing, setting the welfare of chil- 
dren above the might of embattled 
empires or the achievements of 
the wisest man on earth. . . 

“This is the authentic voice of 
religion; but who is the spokes- 
|man? Strangely enough, itis... 
a corporation, giving nationwide 
| publicity to the editorial opinion 


of a secular newspaper, that spoke 
the necessary word, using the 
language and the methods of 


modern business. That fact is, or 
should be, a sobering and humbling 
phenomenon for the official lead- 
lership of religion in this America 
of ours.” 


A remarkable tribute, indeed, | 
to an advertisement. And an 
earnest of the scarcely-explored | 
vistas opening to advertising. 


10 Cents a Copy, $2 a Year 


—Parade 


“—and now, a special request from Mrs. D. Matzger, of 33 Myrtle Avenue!" 


Reversing Things 

Burton Browne Advertising, 
Chicago, provides the brightest 
spot of this week with the an- 
nouncement—complete with sam- 
ples—that it has furnished all its 
clients with a number of large 
cards to attach to the desk-tops of 
factory superintendents, purchas- 
ing agents, salesmen and others 
whose activities have an impor- 
tant effect on the selling of peace- 
time products or services. 

The card says: DON’T YOU 
KNOW THE WAR IS OVER? 


Pets Still Pull 


Readers who have been some- 
what concerned about the willing- 
ness of the human race to extin- 
guish itself with all the ingenuity 
it can muster, will be at least 
mildly pleased to know that we 
still love our pets, if not each 
other. 

RCA Victor tells us that it has 
received 30,000 requests for re- 
prints of the art illustrations used 
in the first two ads on “There’s 
something in heredity,” which 
showed a collie dog and a puppy, 
and a thoroughbred horse and colt. 
The ads ran in five big-circulation 
magazines and offered special re- 
prints of the illustrations for 10 
cents. 

An analysis of the requests, 
we’re told, shows the collie dog 
illustration slightly ahead of the 
horse picture in popularity with 
the public, although this slight 
edge may have been due in large 
measure to the fact that the Collie 
Club of America ordered 500 
copies for distribution to its mem- 
bers. 

J. Walter Thompson Company 
prepared the ads. The sales pitch 
comes in through the explanation 
that “heredity counts, whether you 


lare buying pedigreed fox terriers 


or postwar radio sets.” 


Back to Fundamentals 
Ad-libbing is favorably im- 
pressed by the amount of material 
currently being issued by adver- 
tising agencies and others which 
gets back to fundamentals on the 
subjects of advertising and selling. 
It seems to us that in the prewar 
period too much agency promotion 
and thinking was inclined to as- 
sume that everyone knew the fun- 


damental things about selling and 
| 


the fundamental principles of 
advertising, and to go on from 
there in an agony of effort to 
prove that this was Simple Simon 
stuff, not worth fooling around 
with. 

Now, perhaps because in a sense 
we’re all starting all over, and 
many people with potential adver- 
tising dollars to spend are just 
popping into view, a lot of hooey 
has disappeared, in favor of simple, 
understandable statements about 
what makes the economy work. 
JWT has published a sort of eco- 
nomic primer discussing postwar 
potentialities which is along the 
line we mean, and numerous other 
agencies are developing similar 
material. Sidener & Van Riper 
of Indianapolis, for example has 
actually produced a little booklet 
called “How Advertising Works,” 
which it is advertising in local 
papers. 

It’s a good idea, we think, for 
everyone in advertising to remem- 
ber that there are a lot of neo- 
phytes breaking into the league 
now, and a lot of former members 
who haven’t played the game for 
several years. A little re-educa- 
tion in fundamentals, and a few 
discussions in basic English won’t 
hurt. 


Jottings 

We’re impressed again with how 
exciting newspaper color can be 
when used well and executed with 
care, our current fervor being in- 
duced by a full page in the Herald- 
News, Joliet, Ill., which we wish 
we could reproduce. It’s a full 
page, with a light blue all-over 
tint, on which the veterans’ iden- 
tification button is reproduced 
about 10 times life size in yellow, 
while the rest of the page says: 
“To wearers of this button— 
Thanks.” And a very small signa- 
ture of American Baking Com- 
pany. If the ad didn’t stop every 
reader of that paper, we don’t 
know what would... 

Robert A, Crandall of National 
Provisioner has reached the con- 
clusion that it was an exception- 
ally cool summer in Topeka, Kan., 
after seeing a WIBW ad in a 
business paper dated Aug. 20 
which showed a woman snugly 
wrapped in a winter coat while 
making a purchase from her gro- 
cer, 
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The following documents ma) 
be secured without charge fron 


companies sponsoring them, o: Chica 
through ADVERTISING AGE, by any J) 20 sel 
national advertiser or advertising J) mental 
agency executive writing on his sumptio 
business letterhead. country’ 
H. John 
No. 2553. A Reader Study . . research 
An Inspiration for Postwar @ ©o™pan 
Aviation. Iederat 
Henry Publishing Company, Bab 
publisher of Skyways, has issued sent o a 
this survey covering both sub- rent eex 
scriber and newsstand readers ng © 
While the study was made as a ano 
guide in shaping editorial policie: have #6 
toward reader interest, and dis- tht ough 
claims being a market survey, the side.” } 
answers to the questionnaires hb diffic 
provide considerable information to the 
about Skyway’s market—occupa- cultivati 
tions of readers, expected owner- | tackling 
ship and expenditure for per- | and aay 
sonal planes, extent of commercial same ex] 
flying, etc. they we: 
No. 2554. Furniture Age Market, § ‘° prodt 
What Furniture Age dealers H 
will sell when stocks are again The J 
available is shown in a tabulation h &i 
of percentages of dealer-sub- a en ‘ 
scribers in this folder issued by Sen ; 
the publication. The folder also 5 = 
contains a description of the pub- wll 
lication’s dealer-subscribers—type, pees 
ratings, etc—and a survey of the BB ° ew . 
appliance market, showing point er fp 
of purchase for radio sets, ranges be Sar 
and refrigerators, by cities. prewar } 
No. 2555. KVOE, the Voice of sumer g 
the Orange Empire. 1929 or t 
Station KVOE, Don Lee Mutual ext nf 
affiliate, Santa Ana, Cal., has is- § . vd 
sued this stapled file folder of rg: 
market data, including a coverage § °°V@ 2: 
map with a tabulation of cities, = of 
population and number of radio > pte 
homes, a map of Orange County, nin Pm 
with a population breakdown, and § “i 
figures on income, sales and other im ber 
details. ae 
sion of 
No. 2556. More Sales for You in @ ©“ courag 
Postwar Washington. enture 
Market data and pictorial charts J ‘*?@"s!e 
in this booklet, issued by the g "S'S 
Washington Post, provide a lot of working 
helpful information toward sales further | 
planning and marketing activity § “ work 
in the national capital. It covers ‘Ke 
population, employment, expected “Pt gies 
purchases and other details taken, § |... or 1 
in part, from the “Survey of srentian | 
Postwar Plans of Metropolitan ewes 
Washington Residents” prepared tt on 
for the Washington Board of changes | 
Trade in cooperation with the § uncicr to 
CED, and supplemented by census  yio, y 
and other data. mes 
No. 2548. The Importance of § !0ductiy 
Brand Names. igher w 
This folder, containing a reprint § &04s. 
from the May, 1945, issue of ‘It cer 
Crockery and Glass Journal, con- §°°'0™ ™ 
tains a symposium by buyers, phy 
manufacturers, advertising e»- nt bey 
ecutives and attorneys on the im- fro! 
portance of trademarks in mo'- § th a 
ern merchandising. livide 
| standa 
No. 2483. This Is Pittsburgh. » inste 


ost u 
ansior 
ant h 


The Pittsburgh Sun - Telegraph 
has issued this brochure, which 's 
a collection of ads in the nev: 
paper’s national magazine Ca’- 
paign, each of the series conta 
ing opinions and prophecies of 
of the city’s industrial leaders 


No. 2505. Pacific Panorama, 
The Columbia Pacific Netw 


tells in this plastic-bound book ¢ #™ th 
how the region it serves 45 oe R 
changed during the war and }s news, 

entering its most promising per d ager 


economically, and how the ! 
work may be used to reach 
entire West Coast market area. 
is handsomely illustrated by p °- 
tographs, charts and maps. 
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Postwar Marketing 
Job Still Ahead, 


JWT Expert Says 


1a) 

on 

o: Chicago, Sept. 27.—Advertising 

ny ani selling must play a funda- 

ing mental part in expanding con- 

his sumption again to match the 
country’s productive ability, Arno 
H. Johnson, director of media and 
research, J. Walter Thompson 

— Company, today told the Chicago 
Federated Advertising Club. 

; Few among those in top man- 
ny, agement, he said, have realized the 
led BF basic significance of this market- 
onl ing need, and of the rapid increase 
wie in our productive capacity. 
er “So many in top management 
ae have reached their positions 
lis- |] through the production or financial 
the side,” he declared, “that it will 
res 1] be difficult to adjust their sights 
10n | to the increased importance of 
Pa- | cultivating consumer demand—of 
€t- | tackling the selling, distribution 
er- | and advertising problems with the 
1al | came experience and ingenuity that 

they were accustomed to applying 
cet. to production.” 
ers Huge Sales Goal Set 
~<a The J WT executive repeated his 
ite contention, presented last winter 
“a before the Sales Executives Club 
med of New York, that consumers must 
sh be sold $145 billion of goods and 
pe services annually in the postwar 
the ig years if we are to provide em- 
int ployment for the 57,000,000 who 
ges will want jobs (AA, Feb. 12). That 

“ @ amount is more than double the 

prewar peak of $71 billion of con- 
of § sumer goods and services sold in 
1929 or the $66 billion sold in 1940. 
wr “ie goes almost without saying 
“e that to bring about the necessary 
of | increase in consumption, we must 
age have a favorable attitude on the 
tne part of government, labor, agri- 
dio culture, educational leaders and 
nty the press to allow rather than 
ond hinder a higher level of produc- | 
3 tion and consumption,” Mr. John- 
son said. “That may mean revi- 
sion of the tax structure to 
. in @ encourage individual initiative and 
enture capital. It may mean 
arts expansion of measures leading to 
the @ (ncreased security and better 
t of working conditions to improve still 
ales further the productive ability of 
wity the workers, 
vers ‘Key to Higher Wages’ | 
cted “It may mean increased recogni- 
“er tion of labor by management and 
.. [greater sharing by labor in the 
— ewards of increased efficiency. It 
- r lay mean credit and financial 
ns changes to make small business 

a easier to establish. It may mean 
ASUS @ further recognition by labor that 

means leading to increased 
of roductivity per man is the key to 
igher wages and lower costs of 

rint goods. 
f It certainly means from top to 
“on- oittom we must discard the phi- 
el phy that we have reached a 
ex- nt beyond which there are no 
im- frontiers and that existing 
7 ealth and work must therefore | 
livided with a general lowering 
{ standards—and we must recog- | 
' instead that there still exists | 
raph ost unlimited opportunity for 
ansion of our wealth with re- 


> 


ant higher standards of living 


for the great mass of our popula- 
tion.” 

Mr. Johnson displayed charts 
showing (1) that we will have the 
ability and capacity to produce; 
(2) that we will have the purchas- 
ing power to buy; (3) that we 
must create the demand so that 
there will be a market for the full 
production; (4) that the market 
potential which can be created by 
a standard of living at the $50 per 
week median family level, justified 
by our already demonstrated pro- 


ductive ability, will need at least 
57,000,000 employed to meet the 
demand. 


Casebeer Opens Agency 


Edwin F. Casebeer, account ex- 
ecutive with Cline Advertising 
Service, Boise, Ida., has opened 
his own agency with offices at 17 
Broadbent building, Boise. Be- 
fore joining Cline, Mr. Casebeer 
was general manager of the Union 
Bulletin, Walla Walla, Wash., and 
advertising director of the Boise 
Statesman, 


British Group Plans 


New Tourist Drive 


The Travel & Industrial De- 
velopment Association of Great 
Britain is planning an interna- 
tional drive to promote travel to 
the British Isles when accommo- 
dations become available. Associa- 
tion members believe the cam- 
paign will aim at the 1947 tourist 
trade. 

Mrs. Melita O’Hara, Seattle 
travel agency representative, re- 
ported to the association recently 
that 20,000 U. S. citizens have ap- 
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plied for visas to visit the British 
Isles. 


Close U. S. Army 
Adclub in London 


The U. S. Army Advertising 
Club, founded earlier this year in 
London for servicemen interested 
in advertising, has been discon- 
tinued. Arnold R. Deutsch, re- 
cently with the Army psycho- 
logical warfare division, who has 
returned as head of Deutsch & 
Shea Advertising Agency, New 
York, founded the club. 


WHISKEY 
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Brien lights have blossomed again at the good-time crossroads of the world. 


And the high-signs, the signals of good things to see and taste are on again. 


Bright lights are burning too, across the country, throughout the 


organizations which have hung their signs on Broadway. They’re signals 


of management-men at work. 


And they’re high-signs of Business Week executive readers at work . . . 


for at Seagram’s, Continental, Ruppert’s, and Schlitz, at Pepsi-Cola and 
General Foods (for Maxwell House), at Loew’s, RKO, and Warner Brothers 


. . in those 9 organizations you can identify 81 management-men as 


Business Week subscribers. And 240 more as additional Business Week 


pass-along readers. 


Whenever you see an American product you're pretty safe to take it as 


another high-sign of Business Week’s management-man coverage. 
5 


You have many things tu say to management-men 


and one best place to say them 
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A Lot of Us Oils 
Need New Cars / 


Our cars are wearing out—just like yours. 
Then, too—a lot of us Dillys have never 
owned an automobile. With our increas- 
ed wealth and “desires” even greater than 
folks who have owned cars before—we're 
wanting the latest in design and efficiency. 


%& The percentage of families 
in this area owning cars is 


What’s YOUR recommendation? What low... 
kind of a “job” are You going to offer? 
We'd like to know! 


but NOW, buying 
power is UP. Dillys every- 
where want new cars! 


Bir Dull * Aggressive, advertising- 
4 minded automobile manu- 
facturers will find — eager 

buyers in Dilly-land. 


*% You can reach these pros- 
pects with EFFECT in the 
Fort Smith papers...and 
that's a FACT! 


t American 
TIMES RECORD 


Represented Nationally by BURKE, KUIPERS & MAHONEY, INC. 
eerste er) i eee AOA Qe cenaameR 


Carl Short Elected 
President of SNPA 


Carl B. Short, general manager 
of the Times and World News 
Roanoke, Va., has been elected 
president of the 
Southern 
Newspaper Pub- 
lishers Associa- 
tion. James E. 
Chappell, Birm- 
ingham News 
and Age - Her- 
ald, was named 
treasurer, and 
Walter C. John- 
son, was re- 
elected secre- 
tary - man- 
ager. Retiring 
president George C. Biggers be- 
comes chairman of the board. 


Carl B. Short 


Parattine Promotes Two 


J. E. Holbrook, general sales 
manager, has been appointed vice- 
president in charge of sales and 
R. R. Marsh, overseas trade man- 
ager, has been named vice-presi- 
dent in charge of overseas trade, 
of the Paraffine Companies, San 
Francisco. 


Weeklies Donate 
$50,000 to New 
Ad Bureau 


Syracuse, N. Y., Sept. 28.—An 
appropriation of $50,000 has been 
made thus far by the National 
Editorial Association for its newly 
formed Weekly Newspaper Bu- 
reau (AA, Sept. 17), which will 
operate as a “Bureau of Advertis- 
ing” to conduct a four-point pro- 
gram based on research studies 
and the collection of basic market 
information. 

The other three points in the 
program—evaluation, improve- 
ment and promotion of weekly 
newspapers—will be based on spe- 
cialized research studies, some of 
which are already under way, Ed 
M. Anderson, chairman of the 
bureau’s executive committee, ex- 
plained. The committee and di- 
rectors will seek cooperation from 
all sources related to the weekly 
press, he added, including adver- 
tising agencies and representatives, 


REG. U.S. PAT. OFF. 


ODERN 


LASTICS MAGAZIN 


... the only ABC plastics paper . . . the 


field's established institution . . . one bea 


of America's great industrial publications 


"The Gem 
of Plastics” 


Catalin is one of the 


materials. 


early plastic 


Catalin, by reason of its qualities 


and an ever mounting consumer 


acceptance has found its way into 


many and greatly diversified types 


of products, both decorative and 


functional. 


Much credit. is due Catalin for 
the development of the split-mold 


and cored -mold casting techniques, 


making it possible to 


reproduce in 


this material highly involved designs. 
Today, and apace with the in- 


dustry’s growth, the name Catalin 


encompasses a notable family of 


plastic materials — cast resins, liquid 


resins, molding compounds. 


The October issue of MODERN 
PLASTICS will carry Catalin’s 


162nd consecutive message... most 


certainly so long an uninterrupted 


association between product and pub- 


lisher must have sustained its value! 


PUBLISHED BY MODERN PLASTICS, 


EAST 42nd STREET, NEW 


@ 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


INC. 


YORK 17, N. Y. 


Chicago + Washington + Cleveland «+ Los Angeles 


= 


Advertising Age, October 1, 194 


AN OBLIGATION THAT MUST BE 


4 


“Veterans Bene 


fits help to make “? 
a fellow lost 


THESE VETERANS’ BENEFITS 


SL... 
2954: 


| HENRY DISSTON & SONS, INC. 4 
ae ee } 
ad Tecony, Philedeiphie 35, Pe., U.S. A. 
———— 


AIDS VETS—Latest ad in a campaign 
to aid returning servicemen is copy 
placed by Henry Disston & Sons, Phila- 
delphia. The drive, limited to Phila- 
delphia, features biographies of Diss- 
ton veterans and emphasizes the impor- 
tance of the G. |. Bill. Geare-Marston 
is the agency. 


manufacturers, government 
branches such as departments of 
commerce and agriculture, state 
press associations, and all trade 
associations and other organiza- 
tions interested in the “develop- 
ment of small community and 
rural markets and in betterment 
of the dominant medium serving 
these markets—the weekly news- 
papers of the nation.” 


Oertel Is Acting Director 


William J. Oertel, manager of 
the New York Press Association, 
also is acting director of the bu- 
reau, and C. Wesley Brewster, in- 
structor in graphic arts at the 
Syracuse school of journalism and 
assistant to the Syracuse Univer- 
sity printer, is associate director. 

Arthur E. Hobbs, New York rep- 
resentative, will be consultant to 
the bureau. Mr. Hobbs formerly 
was with the J. Walter Thompson 
Company doing research and pub- 
lisher contact work in Europe for 
six years, established the agency’s 
Australia and New Zealand offices, 
and was sales, business and per- 
sonnel manager of the London of- 
fice while serving as_ account 
executive. 

The bureau has established of- 
fices in the Syracuse school of 
journalism building, although 
operations will be entirely sepa- 
rate from the university. 


Heads Amity Sales 


Victor B. Russell, formerly with 
B. F. Goodrich Company, Akron, 
and Dennison Mfg. Company, 
Framingham, Mass., has been ap- 
pointed sales manager of the 
wholesale division of Amity 
Leather Products Company, West 
Bend, Wis. 


Kellogg Names Sliter 


Charles S. Sliter, sales repre- 
sentative of the Kellogg divisio: 
of American Brake Shoe Com- 
pany, Rochester, N. Y., has been 
appointed advertising manager. 


Joins Bozell & Jacobs 

A. D. Reiwitch, formerly ra‘ 
director, copywriter and accol 
executive in the Chicago office 
Weiss & Geller, has joined t 
Chicago office of Bozell & Jaco 


“the little 
magazine 
with the big 


audience” } 


printed selling 


NEW 
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HE LIKES 


“Production techniques 
and scientific knowledge 


must now be translat- 


ed into things that 


can be used 


we wut not daw 


You have the word of one who has contri- 
buted immensely to better living for every 
one when Mr. Ford says: 


“The nation and the world are on the thresh- 
old of a prosperity and standard of living 
that never before was considered possible.” 


HIS WORDS ARE A CHALLENGE ... both 
from the standpoint of building that new 
world of peace and democratic freedom. . . 
and from the standpoint of providing the 
fifty-five to sixty million jobs which author- 
ities say we must have. 


How is the challenge to be met? POPULAR 
SCIENCE Monthly has been saying and says 
again: The know-how men will do it! These 


PEOPLE HE LIKES BOOKS 
readsthe —reads books, book 
magazines reviews, the literary 
about people. magazines. 


-»-A NEWS-PICTURE MONTHLY FOR SCIENCE AND INDUSTRY 


—HENRY FORD 


scientifically-inquisitive men, who would 
rather tinker a machine than read a short 
story, will lead in developing the new mate- 
rials, new processes, new products . . . yes, 
in converting the power in the atomic bomb 
into better living for all! 


For over 70 years, POPULAR SCIENCE 
Monthly has served a growing audience of 
these men who have a passion for the mech- 
anical. Today, this audience numbers over 
700,000. Some are presidents of corporations 
with names you know. Others are foremen, 
mechanics, welders. But whether named Ford 
or Kaiser or Kettering, or plain Bill Smith 
and Jim Jones, these men are truly America’s 
pacemakers. They are all builders. They are 


HE LIKES MACHINES 


—has a knack for mechanics and 
mathematics. His is a_ scientific 
quotient . . . an “Sc.Q.” form 
of an “1.Q.” He reads POPU- 
LAR SCIENCE Monthly. 


NEW YORK «© CHICAGO e¢« CLEVELAND ¢« DETROIT « ATLANTA 


ts 


HENRY FORD has 
found in the ma- 
chine the means 
of bringing a 
higher standard 
of living for mil- 
lions . . . yet at 
82 he views his 
work as just be- 
ginning. He typi- 
fies, perhaps more 
than any other 
man, the knov- 
how skill which 
is characteristic of 
today’s industrial 
leadership. 


the men who do things—the men who will 
help keep America prosperous. 

AS A MARKET, these men are unique be- 
cause they are not only first readers but first 
buyers. Surveys prove most conclusively that 
POPULAR SCIENCE families top their 
neighbors in ownership of all kinds of 
mechanical products—automotive, household, 
industrial. Figure on these men in the days 
immediately ahead. These men buy, and 
what’s more, they'll act as a spearhead of in- 
fluence to win new users for products of 
which they approve. 

There is no other audience you can advertise 
to quite like them. And they are yours, as a 
unit, only through the pages of POPULAR 
SCIENCE Monthly. 


« SAN FRANCISCO + LOS ANGELES 
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Lipton Promotes 
Tablemat Offer 


Hoboken, N. J., Sept. 25.— 
Thomas J. Lipton, Inc., through 
local sales managers, is placing 
540-line ads in approximately 140 
newspapers throughout the coun- 
try to promote a 25-cent table mat 
premium available with any size 
Lipton tea box top. 

Copy describes features of the 
“summer garden” pattern mats 


OR te ie 


and each ad carries a mail-in 
coupon. Lipton also is preparing 
large-size window displays for 
local groceries, with coupons at- 
tached for customers’ use. 

Young & Rubicam, New York, 
is the agency. ‘ 


Heads Gould Sales 


George Cramer, who has been 
in the advertising department of 
Gould Pumps, Seneca Falls, N. Y.., 
has been promoted to advertising 
and sales promotion manager. 


eae 


Cimcool to Ralph Jones 


Ralph H. Jones Company, Cin- 
cinnati and New York, has been 
appointed advertising counsel for 
the Cimcool division of Cincinnati 
Milling Machine Company. Cim- 
cool is a new metal cutting fluid 
developed in the company’s re- 
search department. 


Honig-Cooper Joins 4 A‘s 

Honig - Cooper Company, San 
Francisco, has joined the Ameri- 
can Association of Advertising 
Agencies, 


Outlines Retail Sales 


True Story, New York, is issu- 
ing a weekly fact sheet comparing 
retail sales in 184 major cities for 
the current four-week period, and 
the same period in 1939, plus a 
forecast on the next month’s sales 
in each city. 


Named Sales Managers 


E. C. Stevens has been named 
premium sales Manager and 
James Buckley export sales man- 
ager of International Silver Com- 
pany, Meriden, Conn. 


ND. 36 OF A SERIES OF STATEMENTS BY LEADING EXPORTERS ABOUT THE LATIN AMERICAN MARKET 


LARSADY i 


speeking pasidemts there. 


eam cumpe;tigg have Geid you hew i 
tm the Latin Amocrisah tmarket is the goodwill of the Engiish- 


ef the tact BH export officialg whose statements have appeared. 


cov tthves of 36 top-flight Kh 


mportant to the U.S. e@uporter 


Here are the Asmes and Mentifications 
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Wt, SCROPPMEYER 
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President 


The Firestone Tire and Rubber Export Company 


ee; citizen of any country ts accepted as the best 


“patoe & pissfou 
Vice-President 


The Crostoy Corporation 
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Scott's Emulsion 
Drive Would Aid 
Underprivileged 


Bloomfield, N. J., Sept. 27. 
Concentrating its magazine, radi 
and newspaper schedules in area 


judge of his nation’s products, so Latin Americans 
naturally place great faith in the products of the United 
States which enjoy the confidence of United States 
citizens living in Latin America. The good will of this 


group is invaluable to a successful exporter.@® 


MR. BROERS reasserts what many other U.S. exporters 
claim—that LU. S. citizens living in Latin America 
have a decided influence all through the continent 
on the sale of U. S. products. Actually, they are the 
best on-the-spot, off-the-payroll salesmen south of 
the Rio Grande for products made in the U.S. A. And 
you can reach 4 out of 5 of these U.S. citizens through 
Time; for surveys show that 83°), of them read Time's 


Air Express Edition. 


THE WAY TO REACH THE KEY PEOPLE IN LATIN AMERICA 


What's more, “Time Air Express is read each week by 
a high concentration of high-incomed, high-positioned. 
highly influential Latin Americans”, say consular and 
chamber of commerce officials of 20 Latin American 
Republics. These top-flight Latin Americans who read 
Time also exercise the strongest influence in behalf of 


U.S. products and services among their native friends. 


™~ SDs 


of relatively underprivileged con 
sumers, Scatt & Bowne this fa! 
is featuring Scott’s Emulsion, “‘co 
liver oil at its best,” both to -pro- 
vide high energy and give re- 
sistance to colds. Copy points to 
the fact that the product is made 
from “pure medicinal U.S.P. cod 
liver oil, rich in natural A and D 
vitamins.” Operating on an ad- 
vertising budget increased bb) 
$50,000 on May 1, the compan) 
places its ads through Athertor 
& Currier, Inc., New York. 

Scott & Bowne directs its ad- 
vertising entirely to those who 
need cod liver oil the most, a 
company spokesman told ADvVEr- 
TISING AGE, thereby making maxi- 
mum appeals to territories and 
population groups which may 
offer greater potential sales. Of 
79 local radio stations used to pro- 
mote Scott’s Emulsion, 51 are 
located in Southern states from 
Virginia to Texas; 20 are in Min- 
nesota, Iowa, and the Dakotas: 
the New York station scheduled is 
the Spanish language WBNX 
and the Chicago outlet is the 
Polish WGES. 


Use Negro, Foreign Papers 


Fifteen Negro newspapers are 
used, including Atlanta World, 
Baltimore - Washington Afro- 
American, Birmingham Weekly 
Review, Chicago Defender, De- 
troit Tribune, Houston Informer 
group, Kansas City Call, Los An- 
geles Eagle, Los Angeles Sentinel, 
Nashville Globe, New York City 
Amsterdam Star-News, Newark 
Herald-News, Norfolk Journal & 
Guide, Philadelphia Independent. 
and Pittsburgh Courier. 

In addition, three Spanish news- 
papers in Los Angeles, San An- 
tonio and Tampa, and seven Pol- 
ish papers in Brooklyn, Buffalo, 
Chicago, Cleveland, Detroit, Mil- 
waukee and New York carry S 
& B copy. 

Scott & Bowne, following 
through its basic policy, also uses 
37 English language newspapers 
in metropolitan cities; 2,531 small 
town weeklies; 720 small town 
dailies; three farm publications 
(Farm Journal, Successful Farm- 
ing, and Southern Agriculturist) 
and Grit, Saturday Home Maga- 
zine, The American Weekly, and 
Woman’s Day. 


Form British Paint Unit 
British paint manufacturers 
have organized the Society o! 
British Paint Manufacturers 
promote sales of their produc’ 
Paint manufacturers were amo 
the first companies in Great Bri - 
ain to promote their produ 
jointly in advertising media. 


To Kuttner & Kuttner 


Jerome B. Leve, formerly w 
Schwimmer & Scott, Chicago, 
joined Kuttner & Kuttner, C 
cago, as art director. 


“A Bit of Paris in New York” f 
@- 


— ws Oe | 


Est. 1906 
FRENCH RESTAURANT | 
REAL FRENCH CUISINE 


LUNCHEON From $1.50 
DINNER From $2.00 


Famous French Candies 


15 EAST 52d ST. 
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WHAT CONCENTRATED 
COVERAGE MEANS 


to the Operater.., Pilot... Distributor... Maintenance Engineer 


Operating executives are just as busy in their jobs as manufacturing executives 
are in theirs. Time to them, also, is a not-to-be-wasted asset. They, too, have 
learned that the “all-coverage” magazine does not always. live up to its claim. 


This knowledge has led them, naturally and inevitably, to AERO DIGEST’S Oper- 
ations Edition where, between the covers of one magazine, all the information they 3 
need — written by reliable authorities — can be found without the loss of time. 


These men have depended upon AERO DIGEST 
for twenty-three years to help them solve their 
operational problems. Since January 1, 1944, they 
have had a complete magazine devoted to their 
particular interests — in addition to the Manufac- 
turing Issue — at no increase in advertising or 
subscription rates. 


Manufacturers of products used in the operations 
end of the aeronautical industry will find it advan- 
tageous to concentrate their advertising in the 
only magazine that gives them concentrated — no 
waste — coverage. 


=) 


AMERICA’S PREMIER AERONAUTICAL MAGAZINE 


AERO DIGEST 


Twice-a- Wonth 
515 MADISON AVE., NEW YORK 22, WN. Y. 
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Army's Catalog 
Shows More 
Jewelry Demand 


New York, Sept. 25.—Americans 
—service personnel overseas as 
well as civilians at home—-are eye- 
ing Oct. 15 as the date on which 
they must have set the wheels in 
motion if their loved ones are to 
receive Christmas gifts on time. 
Again this year the Army Ex- 
change Service, through the Navy, 
Coast Guard and Marines, has 
urged overseas personnel to get in 
their orders. 

The annual Overseas Christmas 
gift catalog, now in its fourth 
year, was mailed out in May and 
June. This year’s catalog reflects 
a growing demand for women’s 
jewelry with the addition of sev- 
eral new manufacturers, includ- 
ing the New York firms of George 
W. Steward Company (rings), 
Coro, Inc., Walter Lampl (charm 
bracelets), and Celeste Jewelry 
Company (Hallmark diamond 
(rings). 

Other advertisers appearing in 
the catalog for the first time are 
Season Fruit Packing Company 
(which offers competition to Cali- 
fornia Fruit Growers Exchange, 
which entered last year), Silver- 
craft Mfg. Corporation, Plastic 
Articles Company, Penn Tobacco 
Company, Lynn Umbrella Mfg. 
Company, Western Art Leather 
Company, Harry G. Lee & Co. 
(tennis rackets), and Columbia 
Recording Corporation. 


Others Make Debut 


Also making their debut in the 
’45 catalog are Volupte, Inc., com- 
pact manufacturers; two perfum- 
ers—Alexa, Inc., and Parfums 
Charbert—and Helene Pessl, in- 


BUSINESS 


....and it’s worth 


millions of dollars to 
NEW BEDFORD! 


Every day huge truck fleets roll 
over the highways, east and 
west, transporting the fresh fish 
brought daily into New Bed- 
ford by 200 draggers and trawl- 
ers who make this port their 
headquarters. 


x *k* wk k& *® 
New Bedford last year landed 
approximately 75 million 
pounds of Fish. 


xk kk *& 


It's BIG business and it brings 
BIG money into New Bedford 
coffers (over 7 Million Dollars 
Annually). 


x wk kk * 


Additional revenue is furnished 
by Textile and Industrial Pay- 
rolls now running over 50 Mil- 
lion Dollars Annually plus 
wages paid thousands of work- 
ers on Agricultural, Dairy and 
Poultry Farms in this Area. 


x wk kk * 


Check that advertising sched- 
ule NOW to make sure that 
NEW BEDFORD—4th Largest 
Market in Massachusetts—is on 
the list. 


fants’ and children’s toiletries. 
About a dozen manufacturers 
of goods varying from candy, 
flowers and perfume, to men’s 
wear, books and subscriptions con- 
tinue to offer their goods as they 
did last year, at slightly less than 
U. S. retail prices (AA, Aug. 28, 
*44). Helena Rubinstein, which 
appeared in the two previous 
catalogs, has dropped out this year, 
as well as the following adver- 
tisers which appeared in the cata- 
log last year only: Walter A. 
Blankfort & Co., Zell Vanities, 
Spelrein Luggage Corporation, 
Atlantic Playing Card Company, 
and Autobridge Sales Company. 


Toys Get Four Pages 


Each manufacturer has one page 
in the catalog, except the Ideal 
Toy & Novelty Company, whose 


gifts include four pages of dolls, 
stuffed animals and plastic toys. 
Processing of gifts from order to 
delivery is done as in the past, 
with one slight innovation—today 
the soldier overseas makes out the 
label in his own handwriting, 
which is eventually used on the 
package shipped to its destina- 
tion in this country. This system, 
the Army Exchange points out, 
tends to eliminate errors in re- 
copying of addresses in headquar- 
ters and adds a more personal 
touch for the recipient of the gift. 

The gift order service, available 
all year ’round as well as for the 
special Christmas, Easter and 
Mother’s Day observances, has 
mailed from New York headquar- 
ters since service was started in 
1942, 122,000 catalogs—60,000 of 


them in 1945 alone, with 2,000 
Christmas catalogs distributed in 
1942; 10,000 catalogs covering all 
occasions in 1943 and 50,000 in 
1944. 


Orders Increase 


Last year about 1,500,000 orders 
were serviced through the gift 
order section, 1,464,821 merchan- 
dise orders and 15,840 for war 
bonds. From Dec. 20, 1944, to 
July 9 this year (for delivery dur- 
ing 1945), 674,281 merchandise or- 
ders have been processed, plus 
8,001 war bond orders. This does 
not include any 1945 Christmas 
selections. 

The gift order section handled 
80,086 orders in 1942 (no war 
bonds were offered in that year), 
and 359,002 merchandise orders in 
1943 as well as 3,782 war bond 
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orders. 

Orders processed through th 
gift order section have been evalu 
ated as follows: 


Merchandis 

War Bonds Orders 
EE 2sac% cowentaue $ 345,099 
ae $132,665.00 2,093,922 
TORE k5455 777,421.25  7;206,152 
| ree 388,968.75 3,368,160 


*Up to July 9, 1945. 


STOCK PXs IN GERMANY 
WITH GIFTS FOR U. S. 

New York, Sept. 26.—To enab 
servicemen to acquire Christma 
gifts 
they are stationed 
the Army Post Exchange Servic: 
is arranging to supply PXs in th 
American occupied zone with gift 
goods. G.I.s in France, Belgium 
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at reasonable prices while 
in Germany, 


Advertisi 


and Italy 
fnd price 
above nol 
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Number one of a series portraying the living American home for the readers of The Ame 
Home Magazine, September, 1945. Painted by Douglass Crockwell. A reprint, 1 
19, lithographed in 6 colors will be mailed to anyone requesting it on his letterhe 
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and Italy, it has been reported, 
gnd prices of goods boosted well 
above normal costs. 

Among civilians cooperating 
witn the Army in _ purchasing 
goods for the procurement branch 
sre George B. Cajacob, on leave 
form the toiletries department of 
R. H. Macy & Co., New York, and 
Albert Hall, formerly with Saks- 
Fifth Avenue, in charge of the 
company’s branches in Florida, 
Mr. Cajacob, currently in Paris, 
wil! buy perfumes in France, soap 
in England, and other gift articles 
which can be purchased at normal 
prices in Europe, 


to Guenther-Bradford 


Guenther-Bradford & Co., Chi- 
cago agency, has been named to 
handle the account of Dr. Delaney 
Laboratories, Superior, Wis. 


St. Louis Admen Elect 


Newly-elected members of the 
board of governors of the Adver- 
tising Club of St. Louis include: 
Hubert J. Echels, Warwick Ty- 
pographers; Robert D. Lewis, Lac- 
lede Gas Light Company; Harry 
E. Meyer, F. Burkart Mfg. Com- 
pany; Don O. Pyke, Graham 
Paper Company; Henry L. Wat- 
kins, Ad-Service Engraving Com- 
pany; Leonard Hornbein, Famous- 
Barr Company; Walter G. Heren, 
Union Electric Company of Mis- 
souri; C. L. Thomas, Station 
KXOK, and Hugo G. Autz, C. C. 
Spink & Son Publications. 


Thermoid Names Two 
Thermoid Company, Trenton, 
N. J., has appointed Walter B. 
|Chick and Oscar Nuss as district 
managers, industrial rubber prod- 
ucts division, in San: Francisco 


and Los Angeles, respectively. 


Berg Joins Geyer 


James A. Berg, formerly assist- 
ant advertising and sales promo- 
tion manager of Bacardi Imports 
Corporation, New York, and pre- 
viously advertising and sales pro- 
motion manager of Brown-Forman 
Distillers Corporation, Louisville, 
Ky., has joined Geyer, Cornell & 
Newell, Detroit, as assistant ac- 
count executive on the Eureka 
Vacuum Cleaner account, and as- 
sistant to the vice-president. 


Lockwood Directory Set 


The 1946 edition of Lockwood’s 
Directory of the Paper & Allied 
Trades, published by Lockwood 
Trade Journal Company, New 
York, is scheduled to appear in 
November. The price of the new 
edition is $7.50 a copy for either 
the regular or a small, pocket-size 
traveler’s edition. 


Atomic Book Gets 
Promotion Blast 
in Several Media 


New York, Sept. 25.—Princeton 
University Press, through Suss- 
man & Sugar, is using a list of 
16 papers in 14 cities throughout 
the country, 10 scientific maga- 
| zines, Publishers’ Weekly, and 
| Saturday Review of Literature to 
| announce publication of Henry 
DeWolf Smyth’s “Atomic Energy 
for Military Purposes,” the full 
text of the official report of de- 
velopment of the atomic bomb 
under government auspices. 

Dr. Smyth, chairman of the de- 
partment of physics at Princeton 
University and consultant to the 


now famous “Manhattan District,” | 
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prepared this “Smyth Report,” 
the ads recall, at the direction of 
Maj. Gen. L. R. Groves, who was 
in charge of the project. 

Copy reveals that the first 
printing of 30,000 copies is al- 
ready sold out, but that the sec- 
ond printing is now on press. The 
book contains 280 pages, includ- 
ing 11 photographs and eight 
drawings, retailing in paper bind- 
ing at $1.25, in cloth at $2. 

The campaign will run through 
October, 


Esso Dealers Up Drive 


More Esso dealers will partici- 
pate in forthcoming direct mail 
campaigns designed to reach 250,- 
000 motorists in 18 states and the 
District of Columbia than in any 
year since 1938, R. M. Gray, man- 
ager of advertising and sales pro- 
|motion of Standard Oil Company 
|of New Jersey, New York, has re- 


vealed. In the direct mail pro- 
|gram, which will continue the 
|‘Care Saves Wear” wartime 


theme, Esso shares the cost. Cam- 


Ramsey to Head Plants 

| Fred J. Ramsey, for the past 
|nine years director of sales pro- 
motion and advertising, General 
Ice Cream Corporation, Schenec- 
tady, N. Y., has been named man- 
aging director of General’s 10 
plants in northern New York, Ver- 
mont and New Hampshire. 


7’ OVER 1,000,000 
NEGRO MEN AND 
WOMEN DID 
THEIR PART 
IN BRINGING — 
\ PEACE TO 

. THE WORLD! 


EVERY TWELFTH 
WORKER WHO 
DILIGENTLY 
HEWED OUR 
NATION'S WAR 
TOOLS... 
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Pond’s Releases Film 
for 5,000 Schools 


Pond’s Extract Company, New 
York, exhibited at a special pre- 
view for the beauty and trade 
press, Sept. 12, an educational 
movie, “Good Grooming,” to be 
released by Castle Distributing 
Corporation to about 5,000 junior 
and senior high schools as a fea- 
ture of Pond’s regular good 
grooming courses organized three 
years ago. The three-reel film in 
kodachrome produced by Frank 


EYE’ CATCHERS 
FREE! "ssi. 


greatest 

collection 
adv. photos. All lines 
business . . . all situ- 
ations. Top models . . . 
fine photography. Mul- 
tiplies pull of promo- 
tions. Shot new each 
month. 10,000 subjects 
available. Money sav- 
ing subscription plan. 
NOT STOCK PIC- 
TURES. FREE proofs 
and details on request. 
No __ obligations. No 
salesmen. 


BYE*CATCHERS, Ine. 


E. 38th Street 
New York 16, N. Y. 


Donovan Associates, New York, 
features Mary Stuyvesant, Pond’s 
beauty adviser. 

The educational program was 
launched when Miss Stuyvesant 
began talking on good grooming 
to the GSO, junior hostess organ- 
ization of the USO. Because of 
many requests for further inform- 
ative material, a series of leaflets 
was prepared on basic skin care 
and good grooming which are 
mailed regularly to home econom- 
ics teachers. 


Ayer Adds Four 

N. W. Ayer & Son, Inc., has 
announced four additions to its 
staff: Brydon S. Greene, former 
assistant to the advertising mana- 
ger of Lever Bros. Company, in 
the plans merchandising depart- 
ment; Frederick W. Brack as New 
England representative of the edu- 
cational department, and Dwight 
C. Van Meter, formerly in Marine 
Corps public relations, in the pub- 
lic relations department. Theodore 
Whittelsey Jr., honorably dis- 
charged from the Army, has re- 
joined Ayer as assistant to the 
personnel director. 


Airtemp Names Mosoriak 


Roy Mosoriak, formerly with 
Standard Registér Company, Day- 
ton, and before that with Lightner 
Publishing Company, Chicago, has 
been named sales promotion man- 
ager of the Airtemp division, 
Chrysler Corporation. 


N. Y. Four A’s to Meet 


A meeting of the New York 
Council of the American Associa- 
tion of Advertising Agencies will 
be held at the Waldorf-Astoria on 
Oct. 17. Details of the agenda 
have not been concluded. 


Nancy Helme Joins CBS 


Nancy Helme, previously with 
Hillman-Shane-Breyer, Inc., Los 
Angeles agency, has been named 
director of education and public 
relations for the Columbia Pa- 
cific network. 


KGHI Moves 


Station KGHI, Little Rock, Ark., 
has moved headquarters to the 
Union Life Insurance building, 
306 W. Third St. 
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A testimonial dinner was given at Detroit’s Statler, Sept. 27, for 
E. A. Nimnicht, assistant general sales manager of Chevrolet Motor 
div., who has been with Chevrolet for 22 years, and is now retir- 
ing to live in Florida. .. And Harry E. Smith, v.p. of Stevenson & 
Scott, Montreal agency, is receiving congratulations from associate: 
on his completion of 25 years with the company. . . 

Newsweek’s Chicago office gave a cocktail party at the University 
Club as a welcome home for Maj. Arthur Windett, who is baci 
on the sales staff after three years in the Army... Harry Atkin. 
son, head of the Chicago agency bearing his name, received a letter 
son, head of the Chi- 
cago agency bearing 
his name, received a 
letter not long ago 
from Lt. Comdr. Chile 
Southward, on the 
Atkinson staff before 
joining the Navy, and 
previously sec’y of 
the Chicago Feder- 
ated Advertising 
Club. Chile reported 
being on the first ship 
of the first convoy in 
Tokyo Bay, and fol- 
lowed with “The 
main thing though, is 
that I hope to be 
home by the first of 
the year.” .. 


AD-GOLFERS—Guests at the golf party given by 
The American Weekly and Puck—the Comic 
Weekly a few weeks ago at Quaker Ridge, Mama- 
roneck, N. Y., were, left to right: Robert Stow- 
bridge and Joseph Burland, of Lambert & Feasley; 
John Hagan, Lloyd, Chester & Dillingham; Ernie 

Carl Doty, AA’s Moeller, Buchanan & Co., and William Engelmann, 
eastern advertising Abbott Kimball Co. 
manager, and Patricia Cort of New York were married Sept. 6 in 
Woodbury, Conn. . . Col. J. Noel Macy, USA (retired), president 
of Westchester County (N. Y.) Publishers, Inc., and assistant chief 
of the State Department’s internat’] information div., married Mrs. 
Elena Aldcroftt Kohler Sept. 10 in Washington, D.C... 

Rebecca Smith of Mt. Vernon, N. Y., is engaged to Lt. Nathan 
Straus III, USNR, son of Nathan Straus, president of WMCA, New 
York. ... 

C,. L. Thomas, station manager of KXOK, St. Louis, has been ap- 
pointed a member of the news committee of the NAB, and a mem- 
ber of the board of governors of the St. Louis Adclub. . . Thomas 
Tinsley, pres. of WITH, Baltimore, gave a cocktail and buffet sup- 
per party at the Belvedere Sept. 11 to thank the station’s local 
clients and ad agencies for a successful year. . . 

Susan Marie, six lbs., 4 oz., joined three brothers Sept. 13 at the 
home of Paul Stember, ad manager of Western Metals, Los Angeles. 
. . Max Karl, production mgr. and director of public service pro- 
grams of WTCN, Minneapolis-St. Paul (and an ordained minister), 
filled the pulpit of St. Anthony Park Congregational Church 
during September because of the illness of the regular pastor. . . 

The Legion of Merit has been awarded to Col. Hugh Barclay, 
publisher of Better Farms in connection with airborne operations 
in the European theater. . . 

On Sept. 14 Mrs. Charlotte Riggs Parker of Washington was mar- 
ried in Brown Memorial Church, Baltimore, to Gotham Advertis- 
ing Company’s pres., Duncan 
Dunbar Sutphen Jr. . . Lt. Comdr. 
George Bushfield, with the Navy 
since June °42, has returned to 
BBDO, New York, where he for- 
merly worked on the Navy acc’t. 
. . Another demobilized agency 
man is Capt. Lyle B. Reigler, 
who has rejoined Moser & Cotins, 
Utica, as director and acc’t exec. 
after 32 months in the Army... 

Philly’s Poor Richard Club 
played host Sept. 11 to United 
Air Lines to mark the first quar- 
ter century of air mail service. 
At the luncheon United’s vice- 
pres., C. C. Thompson, presented 
to the city a silver plaque in- 


requirements. 
During wartime output was 
turns to peacetime needs. 
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CAPITAL PARTY — Helen Hayes, who 
has just begun her new Textron Theater 
dramatic series over CBS, chats with 
Col. William S. Paley, Columbia presi- 


scribed with a map showing the 
original air mail route estab- 
lished by the gov’t in 1920, in 
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Frank Block says it’s diet that’s 
responsible for his loss of weight 
—from 295 lbs. to 200 Ibs.—but it’s probably that in combination 
with the responsibility of being managing director of the War Ac- 
tivities Committee of the Pulpwood Consuming Industries which 
has caused the decrease. . . 

First industrialist to receive the annual Gold Medal Award o! 
the Ad Club of New Haven, Conn., will be Frank Kenna, Marli: 
Firearms pres., at a presentation to be made by Gov. Baldwin in 
November. The award, made to the individual who brings “highest 
honors in his field to New Haven,” recognizes Mr. Kenna as autho! 
of the “Kenna Plan” to help war veterans establish themselves it 
business. . . 

Miss Wauhillau LaHay, N. W. Ayer’s director of radio publicity 
returned recently from a swing around the country on behalf o! 
Rexall Drug programs which included 60 CBS stations covering : 
40-state area. .. Yankee Network exec. v.p. Linus Travers, alread) 
chairman of the radio committee of the state of Mass., has bee: 
appointed by the governor to serve on a special recess commissio: 
investigating airports and air transportation. . 

Herbert Shappiro, head of Technical Ad Agency, New York, ha 
just turned out his 23rd novel, “Woman in the White House,” 
story of a woman President. It is appearing in Pocket Book for 
on newsstands Oct. 1, is scheduled for nat’] newspaper syndicat: 
reprinting, and will appear in higher priced format in mid 
winter. .. ; 
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DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


A recent independent survey* reported that 165,812 Chicago Daily News families 
will purchase living room furnishings, totaling 540,672 items. Now we review their 
needs and desires for the dining room. 

As peace-time manufacturing produces adequate supply 43,357 Daily News 
families will buy sets of dining chairs... 41,565 families will buy tables... 30,318 families 
will buy buffets... 21,516 families will buy china cabinets... 25,183 families will buy 
dishes and glassware... 20,131 families will buy silverware... And, 46,048 families will 
buy floor coverings, both carpeting and rugs. 

No doubt about it, when the traditional American food abundance returns, 
Daily News families plan to serve and enjoy it in pleasant and gracious surroundings 
... This is another intimate glimpse of the great market which advertisers can reach 
through one newspaper alone—the Chicago Daily News. A home newspaper of selected 


mass circulation whose place in the home of its readers is one of respect and trust. 


* Conducted exclusively among regular readers of the Chicago Daily News, representing a valid cross-section, house to house sampling 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S 
HOME NEWSPAPER 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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£ Before Old Man Winter 
f comes to stay, 


{, Get DuPont antifreeze L.-J GZ 


Repieung © demeged redieter woul! cost you $40.00 or more... and 
yew might hewe trouble finding ome. That's why it's wise to put in anti- 


rere before » cold enap has a chance to ruin the rediater or other cooling 
rvvtew parte of your car 

Por thorough antifreere protection, get Du Pont “Zerex” or Wer 
Demergency “Zerone™ today. 


SL46 6 get. Fe Beery ee re or 82.68 © gat. 4 Bente! mappty of “Saree "Dy Ponte 
preteen agent ret amt corramen ap wall ee nomevepereting enth-fruree, t mew eradiable “Lema” 


ERONE’---’ZERE 
p anrienceze "4 


WARNING—First Zerone and Zerex 

anti-freeze copy for E. |. du Pont de 

Nemours & Co., Wilmington, Del., is 

appearing in local newspapers and 

magazines. Batten, Barton, Durstine & 

Osborn, New York, is the agency in 
charge of the account. 


Lord Davenport 
Directs Pipe Ads 


to Women Buyers 


New York, Sept. 25.—Lord Dav- 
enport Ltd. will spend more than 
$100,000 in a pipe campaign 
aimed directly at women, mark- 
ing what the company believes is 
the first use of this type of copy. 

Lord Davenport, which believes 
that more than 50% of the pipes 
sold are bought by women for 
men, has scheduled black-and- 
white pages in the Sunday maga- 
zine sections of 26 newspapers, 
and a full-page, black-and-white 
advertisement in the January is- 
sue of Esquire. 

Captioned “Better to Give! ... 
Better to Get!” copy shows an 
Army captain embracing his girl 
in thanks for the gift and illus- 
trates the pipe with its inlaid “10” 
symbol, which identifies the mark 
of distinction in the $10 pipes 
for the “one who gives” as well 
as for the “one who gets.” Others 
are priced at $5, $7.50 and $12.50. 
The pipes are distributed through 
New York department stores. 

Raymond Spector Company is 
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Revolutionary 
Sweet Potato 
Foods Due Soon 


Auburn, Ala., Sept. 25.—A wide 
variety of foods prepared from the 
pulp of sweet potatoes or ordinary 
yellow yam, under patents to be 
assigned to the Alabama Poly- 
technic Institute here, have re- 
ceived varying but generally sat- 
isfactory acceptance in spot retail 
sales tests during the past three 
years. 

Through a process developed by 
Prof. L. M. Ware of the institute 


and the Alabama Experiment Sta- 
tion, a pilot plant here is turning 
out breakfast foods, flour, “Ala- 
malt” milk-shake drinks, long- 
fresh candies and other foods 
having the sweet potato pulp as 
a base. Sales tests were begun 
in 1943 in 20 stores in seven cities, 
and have been increased to 50 
stores in southern, middle At- 
lantic and central western states. 


Ask Volume Production 


Although reports indicate that 
some customers have found the 
products delicious while others 
have not liked them, retailers in- 
dicate that sales have been “more 
than satisfying” when advertising 
has been employed in their mer- 
chandising. Food distributors, it 
is asserted, have asked for vol- 
ume production on the basis of 


the tests. 

Prof. Ware has explained that 
the products are not made by 
dehydration processes. Neither 
water nor steam touches the po- 
tato in the two to three-hour pro- 
cessing period. The processing, 
he says, is not difficult but re- 
quires exacting baking so as to 
convert the potato starch into 
sugars. The potatoes are put 
through mechanical pulpers; the 
thick puree is placed in an ex- 
truder hopper and the pulp is 
forced.out and placed in a toast- 
ing oven, 


Started Five Years Ago 


Prof. Ware began work on de- 
velopment of sweet potato foods 
five years ago efter he reportedly 
received a refusal from a cereal 
maker to attempt to manufacture 


Advertising Age, October 1, 1945 


breakfast foods from the potatoes 
The breakfast foods made hee 
are said to be the first to be mad 
from sweet potatoes, first to 
made from anything other th 
cereals, first to be sweetened |, 
their own sugars and to contain 
liberal quantities of carrotin. 
Those interested in the exper)- 
ment assert that cakes, icing 
candies, doughnuts and other 
foodstuffs made at the pilot plant 
stay fresh much longer than 
candies and bakery goods mace 
from cereal flours. Inquiries about 
the experiment have been re- 
ceived from 25 business firms in 
the U. S., Mexico, Cuba and South 
American countries. Royalties 
from sales will be used by the 
institute for further research. 
Price lists on the new food: 
have been based on OPA prices 
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The toss of a coin doesn’t enter into industrial buying. It’s a 


dead serious business, based on operating costs, product 
performance and maintenance costs. 


Take machine tools, for instance. STEEL'S Editors recently 
compiled what many have called ‘‘the most complete machine 
tool study made to date.’’ Based on replies from 2358 metal- 
working plants, it reflects industry's expected purchases of 


on machine tool buying habits. 


new and surplus government-owned machine tools. It shows 
the trends in machining methods and types of tooling. And, 
along with detailed data on types of postwar machine tools 
and accessories wanted—the study sheds considerable light 


For example, STEEL'S study shows the relative influence 


of various executives who take part in machine tool buy- 


ing decisions— 
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covering competitive foods. Mark- | 
ups for wholesalers and retailers, | 
prof. Ware states, have been fixed | 
below OPA maxima in order to 
encourage advertising. 

He believes that the new prod- 
ucts will open many jobs for war 
veterans and others in growing, 
processing, advertising and dis- 
tribution, that they will provide a 
new cash crop for farmers, and 
that widespread distribution will 
con be reached. 

Foods sold experimentally so 
for include the Alayam breakfast 
f-ods; taffy; cookies; combination 
p oducts with peanuts, cocoanut, 
pecans and fruit juices added; 
soreads and garnishes; flour for 
cakes, muffins and the like, and 
hot and cold Alamalt drinks. 
Several government departments 


‘ 


have approved the products. 


CCA Totals 387 Members 

Controlled Circulation Audit has 
increased its membership to 387 as 
a result of a summer membership 
drive, reports Frank L. Avery, 
managing director. Membership 
classifications are as follows: 177 
publication members, 5 present ap- 
plicants, 158 advertiser members, 
42 agency members, and 5 branch 
agencies. 


Adds T. C. DuMond 


Theodore C. DuMond, formerly 
an account executive ‘with San- 
ger-Funnell, Inc. New York 
agency, has joined Metals and Al- 
loys, New York, in the newly- 
created position of managing edi- 
tor. He was previously in the 
editorial service department of 
Westinghouse Electric Corpora- 
tion and an associate editor of 
American Machinist. 


Booklet Proves 
U.S. Is ‘A Car 
Traveling People’ 


Detroit, Sept. 25.—How the au- 
tomobile has served to change the 
nation’s habits and raised the 
American living standard in the 
last quarter-century is presented 
in “A Car Traveling People,” il- 
jlustrated 60-page booklet just 
published by the Automobile Man- 
ufacturers Association. 

The booklet traces the changed 
trends in the growth of cities in 
recent years as a result of almost 
universal ownership of passen- 
ger cars, and aliudes to the high- 
way and building construction 
that must be done immediately to 


|meet the needs that will exist 
when 40,000,000 cars are on the 
road a few years hence. 

It also points to the changes in 
rural living conditions, the cre- 
ation of a tourist industry doing 
a $5,000,000,000 annual business 
and a car selling and servicing in- 
dustry with a yearly volume of 
$8,500,000,000 as national gains 
which are traceable directly to 
automotive travel. Further sub- 
stantial growth of both industries 
is predicted for the postwar years. 


Improvements Are Shown 


The publication contrasts the 
3,000,000 miles of dirt highways 
Lin the U. S. at the end of World 
War I with the present paved 
highway system which costs mo- 
torists and truckers in excess of 
$2,000,000,000 annually in gasoline 


The buying pattern revealed 
by STEEL’S Machine Tool 
Study—showing the percent- 
age of cases in which each 
title takes part in buying 


decisions. 


PRESIDENT. ..... 59.6% 


The Men Who Buy Machine Tools 


SUPERINTENDENT . 66.5% é - ‘ai 


Group Buying Covers More Than Machine Tools 


HOW STEEL MATCHES THIS BUYING PATTERN 
and gives you the Group Coverage you need 


To plan next year’s advertising—see 


STEEL is not edited for one man—but for the group of 
men who control metalworking’s purse strings. Possibly 
you hadn't looked at it in this light—but STEEL is actually 
three magazines in one. It's a news weekly. It’s an 
engineering weekly—and a weekly market guide with 
information of vital interest to each member of the 


STEEL'S current market study 


STEEL 


Penton Building + Cleveland 13, Ohio 


buying group. 


For useful facts and figures about this readership 


in the key spots of metalworking’s important 
plants, call the man from STEEL. He has much 


\ 
working markets ask 
slide chart selector. 


of the information you need—and what he doesn’t 
have he'll be glad to try and dig up for you. 


For a quick check up on postwar metal- 


for a copy of this 
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taxes, registration fees and other 
imposts to maintain. These im- 
provements have tended to pay 
for themselves by creating new 
traffic and attendant new reve- 
|nues, the booklet points out. 


Cites Tourist Figures 


Among the numerous facts 


|cited are the following: 


15,000,000 cars spend $5,000,000,- 
000 touring the country each year. 

2. More than 360,000 estab- 
lishments—dealers, repair shops 


500,000,000 annual business with 
tourists and other motor vehicle 
owners. ’ 


Operating Costs Less 


3. Cars cost far less to buy 
and operate than they did only 
a few years ago. Their average 
cost in 1940 was $9.10 per unit 
of horsepower against $31.50 in 
1925. Cost per pound was 26 
cents against 43 cents. Operating 
costs dropped 50% in the same 
period. 


When 
4 out of 5 


Respond 
IT’S AMAZING 


(We are told) 


Yes—from a June and July 
questionnaire mailing to 17,872 
The Wall Street 
Journal received replies from 


14,339—just 80%. 


subscribers 


Any research director will tell 
you that this figure tops the 
average mail-research response 
by 40% to 50%. 


The explanation of this amazing 
return is simply reader confi- 
dence and responsiveness—the 
sum and substance of what this 
ONLY NATIONAL BUSINESS 
DAILY offers 


positive proof of intimate and 


its advertisers— 


sure contact with management. 


The result of this research will 
amplify the occupational classi- 
fication of The Wall Street 
circulation by 


25% of it 


Journal’s com- 


pletely identifying 


according to line of business, 
The full 


| findings will be available soon. 


tithe and function. 


Is your advertising reaching 


| management through a medium 


of such proven responsiveness ? 


| The ONLY National Business Datly 


| Published simultaneously on both coasts 


1. Fifty-two million people in | 


and gasoline stutions—do an $8,- | 
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Wheeler to Brisacher 


Franklin C. Wheeler, for the 
past 11 years San Francisco man- 
ager of Hearst Advertising Serv- 
ice, has been appointed vice-presi- 
dent of Brisacher, Van Norden & 
Staff, in San Francisco. 


LeTourneau Promotes 


Walter N. Fischer, who has co- 
ordinated details of sales of more 
than $100,000,000 in war contracts 
for R. G. LeTourneau, Inc., Peoria, 
Ill., maker of earthmoving and 
lifting equipment, has been pro- 
moted to the newly-created post 
of assistant to general sales man- 
ager. 


Cover Catholic 
Schools, Churches, 
and Institutions 
thru 


fees ee eee eg 
em a ae 


135 W. WELLS ST., MILWAUKEE 3, Wis. 


Kleinert Infants’ 
Wear Packaging 


Aimed at Dealers 
New York, Sept. 25.—I. 


Kleinert Rubber Company’s wide 
line of infants’ wear, which com- 
prises a substantial portion of 
Kleinert output, is now reaching 
dealers in a completely new 
Package, designed by Koodin- 
Lapow Associates following a two- 
year study of display, storage and 
other merchandising problems. 

Shampoo shades for babies, crib 
sheets, waterproofed baby pants 
and other products not only come 
in individual packages of blue and 
light pink, built around a strong 
pattern of blocks bearing infant 
symbols, but reach dealers in 
shipping cartons and bulk car- 
tons bearing the same colors and 
block design. 

The repackaging was based on: 
(1) The need for a strong and 
recognizable family relationship 
between the numerous items in 


B. 


the line; (2) simplified identifica- 
tion elements for the stock and 
sales clerk; (3) highly attractive 
appearance to appeal to consumers 
and to stimulate dealers to dis- 
Play the packages in a family 
group, and (4) broad flexibility 
permitting sound adaptation to 
varied packaging and display 
media. 

The new design is based on use 
of pink and blue, the block pat- 
tern and stylized hand lettering. 
The block pattern is carried over 
the ends and sides to help identi- 
fication. On bulk cartons, varied 
size labels were standardized to 
three sizes printed in one color. 
Explanatory folders inserted in 
some of the packages also bear in 
miniature the package pattern. 


‘Bermudian’ Resumes Ads 


The Bermudian, published 
Hamilton, Bermuda, which has 
been printed in a reduced size 
during the war, is again accepting 
advertising. Circulation is now 
over 20,000. Wolfe & Roberts, New 
York, has been appointed U. S. 
representative. 
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60% Applying Referred to Positions— 
Pittsburgh Industry 
Quick to Gobble Up 


Peace-Time Jobless 


Arsenal for War Now Has Best Cushion 


In U. S. to Absorb Shock of Conversion 

, Press Business Editor 
a al for war, has the 
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on to peacetime production. 


e taken to the War Manpower 
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agram’s. 
ctrenathened with 
p more than 2 points 
up more than a 
sr rose more than 
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ately to positions. 
Some Hard to Place 
venty-five per cent of the un- 
oumaan men and almost half = 
the jobless women who formed 7 
the long lines during the recor 
day’s business were sent to inc 
pective employers. Only one-fourt 
of the total number of jobless are 
difficult to place in positions here. 
Mr. Fagan’s optimistic report on 
employment conditions in the Pitts- 
burgh district cited that: 
1—The shock of military contract 
cancellations after V-J Day was 
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Most industries never achieve 
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of Western Pennsylvania in the 
unemployment situation as com- 
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FAMILY LIKENESS—I. B. Kleinert Rubber Co. has repackaged its complete 


line of infants' wear in order to gain a recognizable family relationship of 


packs in blue 


with a back panel devoted to informative material for 
clerks as well as customers. 


Cowan Leaves OWI 
To Rejoin Radio 

Louis G. Cowan, head of his 
own advertising and public rela- 
tions office in Chicago before join- 
ing OWI in March, 1942, has re- 
signed as chief of the New York 
office, overseas branch, to return 
to the radio production field. He 
will be succeeded by Thomas A. 
Malley, who will be chief of the 
New York office of the Interim 
International Information Service 
of the State Department, successor 
to the functions of OWI’s overseas 
service. 
Mr. Cowan, who also plans to 
produce non-theatrical motion pic- 
tures, is the originator and pro- 
ducer of the “Quiz Kids”, and for 
25 years was in the newspaper and 
communications field. Since join- 
ing OWI he has been successively 
news editor, bureau editor, and 
deputy chief of the news and fea- 
tures bureau. He went overseas 


last May as special assistant to the 
director of the European Theater 
of Operations in charge of news 
and picture activities. 


Psychologists Organize 

Rohrer, Hibler & Replogle, a 
firm of psychologists offering spe- 
cialized psychological help to 
management in meeting personne] 
and other business and industrial 
problems, has been formed with 
headquarters at 135 S. La Salle 
St., Chicago. 


Publicity Club Elects 


Will Yolen, director of special 
events for Warner Bros. Pictures. 
New York, has been elected presi- 
dent of the Publicity Club of New 
York. Katherine Wellingbrook, 
head of the Katherine Welling- 
brook Agency, has been named 1st 
vice-president, and George Ander- 
son, of Pendelton Dudley & As- 
sociates, 2nd vice-president. 


Represented by the National Advertising 
Department, 
papers, 230 Park Avenue, New York City. 
Offices in se Detroit, Memphis, 
Philadelphia and 


The Pittsburgh Press 


Scripps-Howard News- 


an Francisco, 


In the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium 
with full coverage and SELLING 
POWER in this prosperous market. 


Represented by The Branham Co, 


‘ 


| Sie ae a ee | . : a eet Te ot ee Salle 
= se gk. = “an 
a ee | | 
Si } ae he mY # Fé ss ia ‘4 or F ee ‘ 7 . : 
: Ss ae Seo a ike ro B, » 4 yy aa ies = > ‘" ' eg f 
"a = We a e. 2 CN —S ia a im ee ees @ : OM 4 
‘ig — me Gf ) ee ‘ — 
= ee ee im “2 ler Bee, Ig “an 
ee ea ee ae >. — ae 
ame  * @ - > ae Oy koe ; 
a oy os a, . 
——_—_—_— Sm, “SS 
E Je Ree ee ‘a ‘ = - 
aes pee, Ce eS “ a ae ae — ae 
FAD IMERI Se oo 
Le : ; I a 
4 a 
‘ie | 
: ol Pe oe 
5 ie i a 
x i ae = 
Pi mR 
. ah 
oe -o- Pe 
classe ek 
once ie 
a ae g% re 
a a . 
a 7 Be : ~ Ac q . 
a. os a 5 b i 
<2) orn ° 
ae. - sth IN THE Buy 
; aiid C ee 2) ‘Ne — 
es 7 L& , 4 tty 
“ oe Ss 7A 9 
vy - ae " 
. a = a. \G, RKANSAS 
¥. a 3 * ke \ 43 a = . — 
‘i . > az 
 - | S “Heyneveront 
a a i ; Lourstan’ ie 
a | io” TEXAS ay 
7 asst | ; ix ‘y “a 
a. " ; OW 
* es bed : P 
4 “4 Z 5 
‘ 4 
: AAG 
ves 3 
a a My 2 
“i a - 
tates a ° SS - é 
Baie Boom. 
ee | oe 
oe a 
# x , + ‘ E 
= . * 
‘ 
3 | 
y & 
centile ) | wat 
| rs 5 0 0 0 0 
| oe ete Shreveport NA 
In Daily Circulation ORT, LOUISIA 
| : No. In Retail Advertising HREVEP 
‘<= In General Advertising s 
= In Total Advertising ° 
A : * * sine . 
i 
PY ~ ba . en's if : 
“in 4 . c . “ eee it ¥ HES Hs : re > f"< . ee - ; a al : é Lia . Pa ver . 
—— ie >. bon ee ae : 7 


id 
< 
-- eet 


as mser ee 
> 


...NEW Promised Land 


AAs Far sack as World War I, some 
economists called the northwest corner of 
the United States — California, Oregon, 
Washington—the most promising land of 
promise... with 23% of US developed 
water power, 41% of total potential... 
a trillion board feet of standing lumber, 
about two-thirds of the national total... 
mineral resources not even explored... 
the tillable third of California that can 
grow half of all the country’s vegetables 
and fruit . ..and the world’s largest dams, 
offering cheap power and also increased 
agricultural production by irrigation. 

In 1937, the $3 billion total of lumber, 
agriculture, minerals, fish, canning, oil, 
aircraft, meat, bakery products was equalled 
by lumber alone, exceeded by shipbuilding, 
doubled by aircraft production in 1944! 

Postwar aircraft and shipbuilding can 
shrink to 10% of wartime production, but 
still leave a big plus over pre-war volume. 
New wartime workers, new factories, new 
demand make inevitable the expansion 
of all industries. Some wartime workers, 
some service men sent here will stay on. 
Discount, as you please, all the indices, 
the residue remains a plus... premises new 
purchasing power and opportunity, new 
market worth working for!... 

File your claim to this market’s future 


in San Francisco, the New York of the 
Pacific Coast, cosmopolitan even when the 
West was camp sites, center of finance 
and distribution, core of West Coast 
opinion... And the principal information 
source of San Francisco is The Chronicle. 


Native since 1865, competent byany 
current standards, comprehensive in news 
coverage but intensely interested in local 
affairs ...enlightened and alert, concerned 
more with standards than circulation .. . 
The Chronicle long ago earned and held 
the confidence and respect of the people 
with the greatest stake in the West. 

A fixture in the best San Francisco 
homes, The Chronicle has always sold 
good goods for the city’s good merchants. 

With local influence amplified by 
its outside circulation among people who 
want more than local news, Chronicle 
advertising favorably affects distribution 
and outlets, can definitely demonstrate 


ability to help a new name win currency, 

a new product get acceptance...andthe | 7 
postwar Chronicle will have more than ) 
ever to offer the national advertiser in 
pull and profit prestige. A session now 
witha Chronicle representative isa sensible 
first step toward a Pacific Coast postwar 
sales program. 


San Francisco Chronicle 


National Advertising Representatives: Sawyer, Fercuson, WALKER Co. 
New York, Chicago, Detroit, Atlanta, San Francisco 
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Wallace Warns of 
Production Delays 


and Income Drop 


Washington, Sept. 26.—With in- 
come payments to individuals set 
for a drop of $8 billion during the 
second half of 1945, Secretary of 
Commerce Wallace believes the 
greatest inflationary danger today 
stems from delay in starting civi- 
lian goods production, rather than 
from the “dangerous dollars” so 
often discussed during wartime. 

“The decline in income pay- 
ments will be largely a decline in 
volume of wages paid in the 
manufacturing industries,’ Mr. 
Wallace explained. 

“This will not eliminate all the 
inflationary pressures, but that 
portion which remains will not be 
created by rising incomes; rather, 
it will grow out of production 
problems, and the way to relieve 
it will be through stimulating the 
required production of consumer 
goods, durable goods and hous- 
ing.” 

‘Get Production Started’ 


“The big problem today is to 
get production started and to take 
care of the aftermath of demobi- 
lizing soldiers and war workers.” 

According to Department of 
Commerce reports, Mr. Wallace 
said, income payments reached 
their peak last February, at the 
all-time high rate of $165 billion 
a year. Since then, they have 
drifted down, the average for the 
first half being $165 billion. With 
Japan’s surrender, the annual rate 
for the second half is expected to 
fall to $148 billion. 

At the beginning of the defense 
movement in 1940, Mr. Wallace 
pointed out, total annual pay- 
ments were $80 billion, advancing 
about 23% a year for four years, 
with the increases concentrated 
in manufacturers’ payrolls, agri- 


culture income, and payments by. 


the military. 

By the end of 1943, manufac- 
turers’ payrolls had leveled off, 
and began to decline, while agri- 
cultural income had leveled off 
and held, and military payrolls 
continued to climb. 


Payrolls Hit First 


When the war ended, Mr. Wal- 
lace reported, the effect was felt 
first and most drastically in man- 
ufacturers’ payrolls, roughly half 
the increase being from the rise 
in employment and basic wages, 
and the other half from longer 
hours, premium pay, and the shift 
from low wage to high wage in- 
dustries. 

With the coming of peace the 
process has gone into reverse, the 
Secretary observed. Workers are 
returning to lower wage indus- 
tries. The prewar work week is 
being restored. These two factors 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England.With 
@ minimum cost you reach 
urban and suburben popu- 
lation. 


“Independent Survey ef Providence Buftale 


alone cut manufacturers’ payrolls 
by one third, he said. In addition, 
manufacturing employment is 
down. 

Normally the $8 billion drop in 
income payments would have a 
depressing effect on retail trade, 
he explained, but the rush of 
consumers to buy long wanted 
goods has overshadowed this. On 
the other hand, he claimed, ex- 
pansion of retail trade to a full- 
employment level will be delayed 
as long as income and employ- 
ment are curtailed. 


O’Rourke Heads Firm 


Elliott O’Rourke, owner of 
O’Rourke of California, San Fran- 
cisco, has been elected president 
of California Man-Crafts, organ- 
ization of San Francisco men’s- 
wear manufacturers. Leo Falk, 
Crown Mfg. Company, was named 
vice-president. 


To Weiss & Geller 


Kromex Corporation, Cleve- 
land, has placed its account with 
Weiss & Geller, Chicago, effec- 
tive Oct. 1. 


Jones Rejoins U.S. Lines, 
Heads Public Relations 


Walter H. Jones has returned 
to his post as public relations di- 
rector of United States Lines, 
New York, after three years on 
loan to Todd Shipyards Corpora- 
tion. 

While with Todd, Mr. Jones 
was director of public relations 
in New York for a year, and was 
administrative assistant to the 
general manager of the Todd yard 
in San Pedro, Cal., for the past 
two years. 


Advertising Age, October 1, 19.5 


Baumritter Names Agenc; 


T. Baumritter Company, Ne 
York furniture distributor, h. ; 
appointed Marcel Schulhoff & C. 
New York, to handle consum: 
and business paper advertising. 


Westinghouse Appoints 


W. S. Lefebre, formerly westery 
sales manager of the Philco Co»- 
poration, Philadelphia, has been 
appointed assistant sales manag:r 
of the Westinghouse home rad 
division, Sunbury, Pa. 


Reach 


the 


* A new publishing idea was born in 1902 when 


H. H. Windsor founded Popular Mechanics . 


. + @ publication 


to satisfy the voracious idea-appetites of active men. 


Published today by H. H. Windsor, Jr., Popular Mechanics 


each month is bought by over 700,000, read by over 


#? million people — everyone with the open P.M. Minds. 
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Health-Mor Uses 


Video to Compare 
Selling Methods 


Chicago, Sept. 26.—To deter- 
mine whether it is more practical 
to demonstrate a vacuum cleaner 
py television than by the house- 
t-house salesman_ method, 
Health-Mor, Inc., manufacturer of 
Filter Queen, today sponsored a 
demonstration program over Sta- 
tion WBKB, Chicago. 


With one of the company’s sales- 
men as the video merchant, and 
a television actress playing the 
role of a housewife, the audience 
heard and saw the Filter Queen 
go through its complete and con- 
vincing repertoire, from the time 
the salesman wedged his foot in 
the door until he got the en- 
thusiastic purchaser’s check. 

Television was selected as a 
demonstration medium, Albert E. 
Kramer, vice-president of Health- 
Mor, said, “to reach a wide audi- 
ence with visual demonstration of 


the Filter Queen, which has no bag 
to empty and must be seen in 
operation to be appreciated.” 

Filter Queen units are now in 
production and should be reach- 
ing the market within the next 
few months, Mr. Kramer said. 

Cruttenden & Eger Advertising 
is the agency. 


Leaves Case-Hoyt 

Everett Rood has resigned from 
Case-Hoyt Corporation, Rochester 
publisher, to make his home in 
California. 


Ad Council and 
Snyder Talk Plans 


for Liaison Office 


Washington, Sept. 25—The 
mystery of who would speak for 
the government in the future in 
dealing with the War Advertis- 
ing Council appeared one _ step 
nearer a solution today following 
a meeting of Reconversion Chief 
John Snyder and council officials. 


@ Cold statistics can’t show the responsiveness of circulation. Yet this is 


the most important factor to know about media. The advertising pay-off comes 


when a sales message hits home in a receptive, eager mind. You get top 


response when you reach the P.M. Mind . . . when you reach this open-minded 


man-audience . . . the readers of Popular Mechanics. You reach curious men who stop, 


inquisitive men who look, interested men who listen, active men who buy .. . 


because they have the P.M. Mind. You can get this plus value in 


advertising space . . . just put Popular Mechanics on your schedule now ! 
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Whether Mr. Snyder would be 
willing to establish a government 
clearance and allocation author- 
ity in his office, as suggested last 
week (AA, Sept. 24), apparently 
was not settled by the meeting. 
But those who have been wonder- 
ing how the council could keep 
competing government informa- 
tion clients in line were encour- 
aged by the discussions. 

Another plan proposes that the 
new office actually administer the 
radio and_ graphics allocations 
formerly handled by OWI. Esti- 
mating that a budget of $100,000 
would cover the job, proponents 
of this plan argue that resulting 
space and time would total many 
millions. 

In any case, Mr. Snyder’s vis- 
itors are anxious to limit the office 
to liaison between government 
and publicity media, avoiding the 
speech and press release clearance 
that caused so much trouble for 
the defunct OWI. 


Nash Suggests Designs 


Nash Motors Division of Nash- 
Kelvinator Corporation, Detroit, is 
mailing to its dealers a book sug- 
gesting building designs and serv- 
ice department layouts. Printed 
in two colors, “Nash Select Dealer 
Building Plans” includes sugges- 
tions for nine different floor 
arrangements. 


NO WAITING 
NO GUESSWORK 


E-Z Frisket comes to you prepared with 
the adhesive already on the back. You 
simply peel off the protective backing 
and it's ready for use. 


What tt ta: ¥% Frisket is a 


thin, extremely 
transparent plastic film coated with 
a special frisket adhesive. 


Mou ct works ; Yo easily re- 


move the pa- 
per backing that protects the ad- 
hesive. You place the frisket film 
over your drawing or photograph. 
It instantly and easily adheres to 
your working surface. You then cut 
your frisket in the regular way. 


E-Z Frisket is extremely strong, cuts 
easily, makes sharp hair-lines and 
doesn't curl at the edges. When you 
are finished you simply peel the film 
from the copy. There's no cement 
or residue to remove and copy re- 
mains in perfect condition. 


Where fo buy @, Your lo- 


cal dealer 
should stock E-Z Frisket. 
If he doesn’t —ask him about it 


your 
dealer 
today 


or order direct from 
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19 MILLION POSTWAR HOMES, 
ROSPERITY! AND HERE'S THE No. 1 MEDIUM TO SELL WHAT GOES INTO THEM 


REWORD: There are “older” business magazines in the 
ilding industry than we are. But their very age makes 
actical Builder more alive, more alert, more action- 
ded. Are we the best buy in the field? Read the facts 
low and see for yourself. 


* * * * * 


is said that the peacetime motor industry, directly or 
directly, creates 10% of all the jobs in America. 


this be true, then think how many jobs are created by 
nerica’s building industry. 

rectly and indirectly, its contribution to America’s 
lle economy are simply enormous. 


* * * * * 


home, no matter what its price, must be not only built 
tequipped. Not only equipped but furnished. Not only 
mished but maintained. Not only maintained but 
ed in, eaten in, slept in. 

Without homes, there would be little need for lumber, 
ss, brick, sashes and doors, shingles and roofing, locks 
| hardware, plaster and paint, wiring and fixtures. 


Vithout homes, whole industries like electric refrig- 
tion, washing machines, vacuum cleaners, telephones, 
io sets, pianos, toasters, gas and electric ranges,gas 
d oil heaters, radiators and bathroom equipment, 
ld have died a-borning. 


Vithout homes, furniture, drapes, shades and blinds, 
ks and carpets, sheets and pillow cases, towels and 
thmats, crockery and utensils, china and silverware 
7 not have a market. 


Yithout homes, America’s food manufacturers—who 
ithe world during the war—with their meats, cake 
‘es and cookies, canned and frozen vegetables, ‘dehy- 
ted soups and fruits, bread and crackers, and a thou- 
il-and-one other items, would be out of business and 
farmer would be a perennial charity case. 


‘ithout homes, America’s textile industry and needle 
les would lack the seasonal style and fashion changes 
th keep them going. 

‘ithout homes, there would be no America. For homes 
in living, and living takes the biggest bite out of 
ica’s consumer dollar; occupies the waking, sleep- 
and playing hours of America’ s 135,000,000 people. 


ut light construction of all kinds — stores, 
ches, schools, bowling alleys—business itself would 
i-existent, 


* * * * * 


‘ building industry is Market No. 1 for every con- 
tile kind of service, luxuries and necessities, de- 
and impulse items. 
matter what y 
. or a building of some kind, had to be there first. 

. in America, a housing shortage exists. 

s no false shortage due to shifting war workers, 
“rration of Federal employees. It is a genuine full- 


"he above advertisement is the exact “spread” size of Practical Builder—the only publication in the building field in which you can display your sales message in space as large as this. 


dress shortage of low-cost homes. These homes will not 
come as a result of vast public housing projects or so- 
called Government planning; or some sort of super- 
dooper “pre-fabrication.” 

These homes will be bought by the millions, as fast as 
they can be built. 


And who will build them? 


These will be built by America’s practical builder—con- 
tractors and building-material dealers. It is these men 
you must sell, if you want to sell your materials and 
equipment. 


And how to sell them? Well, the top 58,000 of them pay 
for, and read each month from cover to cover, their 
magazine and ours: Practical Builder. 


a *° % % %& 


A moment back, we said Practical Builder is alive, alert, 
action-minded. 


We did not say the half of it. What makes us alive, alert 
and action-minded is that our 58,000 paid subscribers 
are that way too. 


We have helped keep them in business during the war— 
and they liked it. 


We have spoken out in their behalf again and again—- 
and they like that. 


We give them, each month, priceless information, data, 
new facts, new methods; tell them “how to do it’”—and 
they like that too. 


We and our 58,000 paid subscribers form the most up- 
to-date segment of building construction people that 
America’s No. 1 industry has even seen. 


Our readers buy fast and sell fast. And everything they 
plan and do is good. 


+ * * * * 


Now let’s take a look together and prove that (a) post- 
war low-cost housing industry and light construction 
market is your market No. 1; and (b) that Practical 
Builder is medium No. 1 for you, to reach and sell this 
market. 


First, here is the building industry’s prewar (1939) 
figures. The total private light construction building 
volume in 1939 was $4,795,000,000 performed by 96,230 
builder-contractors. The break-down: New residential 
building $1,900,000,000; Farm construction $330,000,- 
000; Residential maintenance $1,200,000,000; Commer- 
cial building $315,000,000; Factory building $200,000,- 
000; Religious and memorial building $70,000,000; 
Education, Social and Recreational, Hospital and Insti- 
tutional $180,000,000; Non-residential maintenance 
$600,000,000. Of this Residential building is $3,430,000,- 
000 and Non-residential $1,365,000,000. 


That was 1939, mind you. Your guess what it will be, 
when postwar really gets going, is as good as ours. 
In this vast industry, Practical Builder offers you the 
world’s largest paid individual subscription circulation. 


“MARKET No.1” FOR Q 


ICK JOBS AND 


We got it the hard way. First, we built a “controlled” 
and bulk circulation of 70,000 readers. Then we tested 
our editorial know-how against these readers for two 
solid years. Finally, when we knew we were right, we 
converted this controlled circulation into 58,000 paid 
subscribers. 


Practical Builder’s circulation consists of (1) the large 
nuclear construction group (2) professional group (3) 
real estate group (4) distributing group (5) miscel- 
laneous—of which 44,223, or 76.21% are in the No. 1 
construction group of builders, contractors, carpenter 
and mason builders. 


Our editorial policy covers the whole broad field of light 
construction, up to and including the great speculative 
builders. Not only building but home repairs and re- 
modelling of farm houses, barns and outbuilding; stores 
and garages, public buildings and additions thereto, 
small factories and factory repairs, schools, churches, 
bowling alleys, theatres, hospitals and institutions of all 
kinds. Our kind of builder might have built 5 homes 
per year before the war, and next year might build 50— 
or 5,000 for that matter. He is ready, willing and able 
to take on any type of light construction, do a bang-up 
job, and use in every jeb the materials and equipment 
he knows best. 


For all.the above reasons and many more, we submit 
that Practical Builder is a must on the advertising 
schedule of every manufacturer who has something to 
sell in this enormous postwar Industry No. 1. 


It has been a must for years with many a wise adver- 
tiser. Practical Builder was one of the first business 
publications in any field to be sold out of advertising 
space during the war. Sheer demand for our advertising 
space was the determining factor. 


TO SUM UP: We have built a fence around the 58,000 
most alert, most progressive, most action-minded build- 
ing contractors and building material dealers in Amer- 
ica. By-and-large, they are ours and ours alone. They 
can be yours as well—through the advertising pages of 
the world’s largest publication of its kind — Practica! 
, 59 East Van Buren St., Chicago 5, Ill. 
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Wooton to Leave 
McGraw-Hill Post: 


Hogate Successor 


Washington, Sept. 26.—Paul 
Wooton, correspondent for Mc- 
Graw-Hill publications for over 
39 years, and one of the founders 
of the National Conference of 
Business Paper Editors, announced 
today that he is leaving as head of 
the McGraw-Hill Washington bu- 
reau Oct. 1, to write a column es- 
pecially designed for the business 
press, and to serve as adviser to 
the editors of the Chilton publica- 
tions. 

McGraw-Hill, confirming Mr. 
Wooton’s resignation, announced 
that Donald D. Hogate, former 
newspaper man, and for the past 
11 years with the public relations 
department of General Motors, 
would take over as manager of 
the Washington bureau. 

In addition to his work for busi- 
ness publications, Mr. Wooton will 
continue as correspondent for the 
New Orleans Times-Picayune. 


Prominent Washington Figure 


Mr. Wooton said that his new 
situation would leave him free to 
devote more attention to the Na- 
tional Conference of Business Pa- 
per Editors, an organization that 
has interested him since World 
War I, when he first began arrang- 
ing the quarterly meetings between 
business paper editors and govern- 
ment officials. 

Four times president of the Na- 
tional Conference, and former 
president of the White House Cor- 
respondent’s Association, the Na- 
tional Press Club and the Gridiron 
Club, he has been prominent in 
the Washington news corps since 
1914. 

Originally, he had been with 
McGraw-Hill in Mexico and New 
Orleans before coming here. In 
all, he had served here for 31 
years. 

Mr. Hogate, before joining the 
General Motors public relations 
staff, had been a newspaper man in 
Indianapolis, Miami and Chicago. 


Ekco Names Director 

Marjorie Van Wormer has been 
named director of home economics 
for Ekco Products Company, Chi- 
cago. In the newly created posi- 
tion she will be in charge of 
Ekco’s experimental work in food 
preparation and will supervise re- 
search and development of con- 
sumer information. 


Joins Audit Bureau 

Quick Frozen Foods & the 
Locker Plant has joined the Audit 
Bureau of Circulations. The pub- 
lication has increased its size to 
160 pages. 


To Mirel-Isaacson 

Mirel-Isaacson Associates, 
York, has been retained as adver- 
tising counsel for Magnani Man- 
nequins and Regent Electric Com- 
pany. 


New | 


& system and showing 


the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


To Promote Magazines 


Felicia Parket, formerly asso- 
ciate promotion manager of Dell 
Publishing Company, New York, 
has been named promotion man- 
ager of Screenland, Silver Screen 
and Movie Show. 


G-E Promotes Young 


M. J. Young, formerly in the 
industrial division of General 
Electric Company, in Dallas, has 
been transferred to the company’s 
Bridgeport, Conn., plant to direct 
G-E home freezer sales. 


OPA, Paul Jones, 
Wheaties Ads Top 
ARF Card Study 


New York, Sept. 28.—Of ten 
cards measured during a recent 
survey by the Advertising Research 
Foundation, the leading four were 
noted by more than 30% of the 
1,260,000 basic population of De- 
troit (men and women 15 years of 
age or older), according to Study 
No. 3 of the Continuing Study of 


2a 
oe 


Transportation Advertising, re- 
leased today. 

Observed by 33% of the popula- 
tion, calculated on 1,549 completed 
interviews and following standard- 
ized procedure of measuring 
transportation advertising devel- 
oped by the foundation, an OPA 
rent control advertisement pre- 
pared by OWI won top place to 
date among all 28-inch cards dis- 
played on the regulation half-run, 
30-day basis. 

A similar-sized Paul Jones 
whisky card was noted by 32%, 
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and a 21-inch Wheaties card, 
served by 30%, took top posit op 
to date in that category. Ow] 
normally uses 21-inch cards in ')e. 
troit; Paul Jones has used 28-inc} 
cards there since June, 1944, while 
this has marked the first time 
Wheaties has been advertised ip 
Detroit’s street cars and buses 


Detroit Edison Scores 


Although 35% of the basic popu- 
lation observed a 28-inch card 
advertisement of Detroit Edison 
(2% more than noted the OP, 
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AGAIN FOR 
MIDWEST 


ARMER DAY | 


u can pull farmers away from their important work in the fields to attend a radio 
shindig as ¢ that's pulling power. And when you can pull nearly 70,000 of these soldiers of the 
soil to your party, even though the weather had made most of them at least two weeks behind in 
their work .. . well, you can use the biggest adjectives in the book for that kind of power. That’s 
what WNAX did with its annual Mid-West Farmer Day, this year. Nearly 70,000 strong they 
came ... from the five states of North and South Dakota, Nebraska, Minnesota and Iowa. They 
heard Admiral William D. Leahy, USN, Rear Admiral J. J. “Jocko” Clark, USN, and Rear 
Admiral H. B. Miller, USN, praise them for their war effort... enjoyed WNAX and network 
radio shows . .. saw the annual selection of the “typical Midwest farmer” for ’45. In every way 
it was a big time for the Big Aggie clan. 


CENTER PORTION OF 
ROOM ONLY CROWQW, JAMMING EVERY - 


rTHE STANDIN 


Advertis 


card), t 
that thi 
days wh 
for 30 dz 
opportur 
tion, all 
rious sit 
vehicle. 
Cl 
The f 
fourth re 
transpor 


ing out 1 
the stud; 


of the b 
the induc 
pries into | 


ae Ah 
Ar Pie = i | 
af Ge emeecmeen, 
A” 
| | | = 
| 
= 
ae 
rie. sili Pere = ey és So ; é ae x Wit hie hay ax 2s ot ue eh ee ° dete ae f — ; és 
ions: “aur s 
: i UY ¢ Vy: 
a i YL, me OT PC 
| “ a mphis ev 
ea | ns. y | | 
“_ - ie: | 4. 
* 4 | : 4 
" . ORE | males i | 
= | 2 
we 
alas | My BPA ‘ 
a” at . ; ” 
Er a } Re , . r 
a ethane ern pi ee es Se ee ee ee | ni As it ite 
a. “ oper, . 2 4 a ' : ; ae ua Pee. it ete i e r: ae “ at t. 
) ao aia 4 a4 e a «(CS : a __ Bras Saat ee ee Ry ee 
| | 1. | atts - reeks Sas 
‘ 1 — Be ot Sees ie i epee Pa 5 ee 
: cee —- 7 a a Pe Me * 45 Bout hack 
: si _ >. =v nay ter amy {hey Se Am A € Wy yas es WEE Tock 
& 4 “2 ‘i P\ . 4 ' ve ote oe ae in a". ae abe * xf . : \ ie 
— ' Ne SS. ‘in Fo oy SS hy gee. ES aye mS ei et 
oe oe Se a7 fa)\ Bae TO pe oo . re ee ae ets 
— he ‘Sgiiy Kaper g Ss 2) As a aM eS RGAE phe 
es 2 bolic. +. | ro “Fee act : BV}? 2°. Sa > » ages 
7. a ‘ ie Bas a ON IPS ye Fe et 
. 7 || pe Clee eee 
g : ” nae ay oe _— : oe eo “ ; . a F a , ; * — ¥ f . ¥ ‘ 
i. a va" car, He? ‘ey it Y x a ; a vs Re + € iM ee 
-* is Pas Ge 9 ; ms % ; xy» oe F; ral ? ; « ; ‘ 
ee ead i aol - po ella Ti if = “ie a aie oe 4 ~ fe : ’ oS WW?’ i. 
wel % SE, Set ge ° ae? et ye s x4 ‘ol j ae ~ oP 
= ee aN ae 5 Ree RA a a ’ ne 4 a ccm >) " bre: » , - 4 4 & 
ene, oe Dad ‘. e | cK Hs < a ™ ve ‘@: “*;”, 4 i “ 
’ 45 = * A . ae .* : a =! t af” e a . Z , ; wn 4 Z ; ‘ ie 7 .? : > 2 ‘ 
; The: cd 8 > tn ” ' — A F ® a gn fas 2 Ws, : - ri : 3 ail : * 
ae a ire, ng tf ‘ys i _—- as me 3/8 ; ‘4, > y X bp. 
ee | & Bal i gent i ny Ql fo 2. - A Veet ror by i 
* 0 t. ‘ - ) a Fe : i ee 48 rf 
ie ee : , 3 ; a mt Ned x om u ; ‘ == 
aE a = we > Oh. Shoes 
Se agit ft eee IF THE 
a: , : — ee ee: 
aoe 4 ee ee 
ca —— : , 
ii Le 8 Qy) 2) aaa.  Aaiaie <- fe ee , == wie ze — 
PP ga =p a — ‘XS , . “a : ; ‘ar 4 7 aie 4" ars, — ee: " : = _ 
As ie “3 ie ae : —_ 
De “il sy >) ¥) ) a's ? 3 «iS ( z q q 
@ Set entirely with f LULITrE, this ' £ . a Fi —— : os if , ; y 
— 7 done with this amazing new type 4 : \ Y é ” ee : , / 4 ey : g f J ; 
© setting device-and it cuts costs, too ‘ : . ee 2 a or eae . ‘a | 
ay eliminat i. display type and hand f a a 
: My lettering charges. Quick, simple, eco 
3 _ nomical any office girl can be your 
4 compositor 
— . Wnte TODAY for catalog explaining 
(CS) the FOTOTY P ES 
a 
» p 
2 2 
ze : i pos 7 sie me a ie ar Re sce ; Sees hi : Ra UAT A ee Neth, <i 7 ‘ae we ae -. Saee fea. — by & : : ne “ae i aie si s a a. err: ore ; 7: 7} . Zin dite : 


a 
a 


>| 


Advertising Age, October 1, 1945 


card), the foundation explained 
that this card was displayed 46 
days while all others were shown 
for 30 days. To give each ad equal 
opportunity for notice and atten- 
tion, all cards were shown at va- 
rious side points in every other 
vehicle, 


Cleveland Survey Due 


[he foundation will publish a 
fourth report soon on a Cleveland 
transportation survey, thus round- 
ing out the first year’s activities in 
the study of this medium. A sum- 


mary of the four studies 
during the year will be 
later. 

Cost for the year, practically 
entirely defrayed by the National 
Association of Transportation Ad- 
vertising, was estimated at $44,000, 
each study running between $8,000 
and $12,000, based on 1,200 and 
2,500 completed interviews. 

The Detroit study was conducted 
by the foundation in cooperation 
with the NATA and the Transpor- 
tation Advertising Company of 
Michigan. 


made 
issued 


oy 


PAC Launches Journal 


Political Guide, described as a 
“trade journal for progressive po- 
litical actionists” by its publisher, 
the National Citizens Political Ac- 
tion Committee, New York, ap- 
peared Sept. 15, and will be issued 
the 15th of every month hereafter. 

Currently accepting no adver- 
tising, but with future plans not 
yet determined, the publication 
will be distributed to citizens 
committees, their staffs, trade 
union political action committees, 
and others interested. It is de- 
signed, according to PAC, to tell 


politically interested citizens “how 
to act,” more than “what to 
think,” and aims to cure “political 
frustration — the neuroses that 
come from not knowing what 
to do.” 


Vote Standard Paper 


The Association of Publication 
Production Managers, New York, 
has voted unanimously to recom- 
mend to the Bureau of Standards 
the adoption of the “1,000 square 
inch-1,000 sheet” basis as the 
standard for all papers, replacing 
the present 17 different bases. 


Dur sincere thanks to the U. S. 
avy, The American Broadcasting 
ompany, Ladies Be Seated, and 
eet Your Navy, for helping make 
his event America's Biggest Farm 


Picnic. 


of the big events of the day 
the induction of the six digni- 
pries into the Rosebud Tribe. 


THE 
rHE 


YANKTON STADIUM 
“MIDWEST FARMER 


TO ENJOY 
DAY” 


ONE 
SESSIONS 


READING FROM LEFT TO RIGHT: 
WINNER 


JouHnN Oxser, Westside, lowa 


RUNNERSUP IN CONTEST: 


Leo W. Hotrovy, Dwight, Neb. 
C. Morrison, Neche, N. D. 


W. Agar, S. D. 


J. ASSUSSEN, 


E. A. Peperson, Benson, Minn. 


JOHNNY 
‘\with ‘ 


OLSEN and Al NI 
Ladies Be Seated’ 


i aie Wa. D. Leahy, 


R. 
Rees Peat nll H. B. Miller, U 
Rear Admiral J. J. “Jocko 
Clark, USN 
Johnay Olsen i 
Gardner Cowles, jr. 


JEMIMA 


* Broadcast 


SIOUX CITY @ YANKTON 
A Cowles Station 
Represented by Katz Agency 


31 


Boston’s Dailies 
Draw Up ‘Code’ on 
Product Publicity 


Boston, Sept. 26.—In an un- 
usual move, advertising managers 
of Boston’s daily newspapers have 
developed suggestions for limiting 
the news 
given to publicity for 
types of products, 

Their recommendations, which 
are not mandatory, but represent 
an outline from which to gauge 
space allotted to advertisers, in- 
clude the following: 

Automobiles: Sunday, one col- 
umn; new car announcement, 
one-half column including two- 
column cut; sales meetings, maxi- 
mum: one-third column, no cut; 
new executive announcement, 
story only; general meetings—one- 
quarter column and two-column 
cut, plus news story if feasible. 


Half Column for Radio 


Radio: Announcing new models, 
one-half column, including up to 
two-column cut; saies meetings, 
one-third column, no cut; ap- 
pointment of distributors or re- 
gional managers, one-quarter col- 
umn, 

Appliances: Same as above. 

Liquor: Sales meetings, maxi- 
mum, one-third column. 

Air Lines: Treat as news. 

Transportation: Travel page. 

General (foods, etc.): To be 
treated as above. 

Retail: One-half column; anni- 
versaries, no cut; no cuts on in- 
side store promotion; two-column 
cuts on events outside store of 
general news interest and one- 
quarter column. 


Promote L. B. Hair Oil 


Augmenting its regular adver- 
tising schedule, L. B. Labora- 
tories, Los Angeles, maker of 
L. B. Hair Oil, Foaming Shampoo 
and Hair -In- Place, is launching 
an intensive dealer aid series in 
newspapers and radio. The cam- 
paign will run 13 weeks. Glasser- 
Gailey & Co., Los Angeles, is the 
agency. 


G-E Promotes Graves 


Robert A. Graves, recently with 
the OPA, and formerly repre- 
sentative in the New York area 
for the appliance division of Gen- 
eral Electric Company, has been 
appointed manager of dealer sales 
for the company’s New York ap- 
pliance distributing branch. 
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Buffalo itatiln prcid™ 


A large chain ‘store places 
54% of its space in the 
Courier-Express.. The 

largest men's store, 62.7 %>° ~ 
The largest men’s 

furnishings store, 100%. 


The local boys, and the 
national Loy», too, who 
know their stuff 

know that in Buffalo 


the Courier-Express 
Delivers the Goods! 


MORNING & SUNDAY NEWSPAPER — 
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State Department Seeks Closer 
Economic, Diplomatic Tie-Up 
Washington, Sept. 27.—As re- 
ports from the London meeting of 
the foreign ministers dramatize 
problems bedeviling peacetime 
agreements among the Allies, the 
State Department is preparing to 
throw the weight of this nation’s 
vast economic power behind our 


DEALER NEWS 


Weekly Automotive Seale Newspaper 
owe the 11 Western Sta 

. Ist in California (rated 2nd in Retail Sales. 
lst in Auto Registry) 

. Ist in Los Angeles County (rated 8rd in 
Retail Market Area, Ist in Automotive 
Market) 

‘ - to Service Stations, Car Dealers, Auto 

Repair Services in 11 Western States 
Main Office—ii2 h St.. Los — 15 
San Francisco (5), 681 Market 


By STANLEY E. COHEN, Washington Editor. 


diplomacy. 

Already, Assistant Secretary 
Will Clayton has been establishd 
as a “chief of staff” for the various 
government agencies conducting 
negotiations with the British on 
commercial and financial matters, 
Lend-Lease settlements and sur- 
plus property. Now we learn that 
the State Department operation is 
to be broadened so that the activi- 
ties of all government agencies, 
and, presumably, the exporters 
they license, will move in the 
same direction as the diplomats 
are moving. 

For example, disposal of surplus 
property overseas is now to come 
under the wing of the State De- 


| partment in the hope that the sur- 
{pluses can be traded for military 


or 


commercial rights, or for 
multilateral agreements furthering 
our proposals for free access to 
resources, lowering of trade bar- 
riers, and concerted action for 
peace. 

Reconversion Chief John Snyder 
described this as an “integration” 
program, and conceded that it had 
been adopted from the British. 
Presumably, it was considered 
worth copying, particularly in 
view of the impression that the 
British commercial mission made 
here with its announcement that 
the system of Empire preferences 
in foreign trade will be retained 
unless Britain is able to find 
credits required to keep her sol- 
vent. 


Dud: If credit business men ex- 
pected significant relaxation of 
“Regulation W,” the Federal Re- 
serve Board control over consumer 
credit, they had a bad shock this 
week, for the board’s V-J revision 
as finally announced amounted 
only to such trivia as exemption 
of home repairs and improvements 
and extension from 12 to 18 


“SELLING CHAMPIONS 


ONTINUOUSLY since 1939, The Studebaker Cor- 

poration has employed the facilities of WTIC in 
the interest of its famed Studebakers including the 
For more than six years. . 
in War, and now in Peace again. . 
consistent radio promotion has been in obvious 
recognition of Southern New England’s status as an 
outstanding market, and of WTIC’s ability to cover 


“‘Champion.”’ 


it successfully. 


Of course, we’ve known for a long time that 
Southern New England is well nigh unbeatable as a 
place in which to sell your product, whether it be an 
automobile or a breakfast food. We’ve been remind- 
ing you of that for more than twenty years. And 
while we’re about it, perhaps you’ll pardon us for 
mentioning that WTIC is the one, sure-fire means 
of reaching and convincing the people of this wealthy 
area. The sales figures in our area of the advertisers 
who use our services are proof of that. 


. in Peace, 
. Studebaker’s 


months of the maturity limits on 
loans for other than consumer 
durable goods. 

Disappointed by the action, the 
Retail Credit Institute charged 
that Regulation W was “a gross 
discrimination among the Ameri- 
can people, dividing them accord- 
ing to the size of their pocketbooks 
and excluding millions from access 
to the American products they 
need and to which they have a 
right.” The institute felt the de- 
cision could be traced to OPA, 
which was accused of acting as if 
it “believed that inflation starts 
only when the less fortunate buy.” 

* * 


Changing-Scene-Dept.: The 
metamorphosis of government 
agencies from war to peace moves 
so rapidly that it actually taxes 
one’s ingenuity to keep a telephone 
desk pad up to date. Now that 
we have just run through to 
scratch out obsolete OWI branch 
numbers, apparently we are soon 
to do the same for WPB. Accord- 
ing to the word here, Chairman 
J. A. Krug hopes to have remain- 
ing WPB functions ready for 
transfer to the Office of Recon- 
version Chief John Snyder by early 
November, Krug himself to rush 
off to “that fat job” in private 
industry, hanging fire since just 
before V-J _— 


Who’s Who ‘iets “There may be 
nothing to it, but some of the 
communications industry people 


}are speculating about the warm 


personal and business relationships 
that exist between Assistant Sec- 
retary of State William Benton, 


'and Former FCC Chairman James 
|Lawrence Fly, recently the attor- 


ney for “subscription radio.” In- 
terest, of course, centers around 
the influence Mr. Benton may have 
in deciding the future of such proj- 
ects as the merger of international 
communications facilities, and the 
disposal of U. S. shortwave broad- 


a 
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cast properties...Will Davis, wh 
was ousted with a thud from th 
Office of Economic Stabilization 
after some ill-conceived discussion 
of future wage levels, remains a 
director of President Truman’; 
special study of patent law. 
* * So 

Crackdown: Out the FCC win. 
dow this week went a host oj 
“experimental” television and “de- 
velopmental” FM applications for 
highly desirable “upstairs” fre- 
quencies, held in reserve for color 
television, and other future mir- 
acles. In dismissing applications 
from such firms as 20th Century 
Fox, Boston, and NBC, Washing- 
ton, FCC commented that permits 
for the present would go only to 
those who can show “a mtritor- 
ious program of research and 
experimentation.” 

* tk * 

To Arms: Anxious to get for- 
eign trade going, the Commerce 
Department is urging manufactur- 
ers and exporters to step up their 
sales promotion in newly indus- 
trialized foreign areas, and mar- 
kets lately vacated by German 
competitors. Chemicals people, for 
instance, were urged to investigate 
new industrial areas in Asia and 
Africa, and re-examine Canadian 
and Mexican possibilities before 
other nations get the same idea. 

ws * * 

Addenda: With the OWI domes- 
tic branch bust-up, Treasury’s 
War Finance Division has absorbed 
some of the radio allocations staff, 
and signed up Jack DunLany, 
chief of the former OWI Graphics 
Bureau, as a consultant. ..Attor- 
ney General Tom Clark is quoted 
as promising that there will be no 
criminal anti-trust prosecutions to 
stop business practices that have 
been accepted for many years... 
Commerce is now permitted to 
give complete and unrestricted in- 
formation on foreign trade statis- 
tics—except for uranium and 
thorium, used in “guess what.” 


More 


Western cars have 


built-in 


ski racks on their 


roofs; more boats trundle Western highways on trailers; 


more 


inches of Western skin get sunburned. 


Because 


Westerners are outdoors people. And being the sons of 


their fathers — at heart, 
they take to the wilds. 


adventurers and pioneers — 


For rugged sun and fun—off-the-beaten-track travel 
information—a quarter million Westerners are steered 


by the travel pages of Sunset. 


And scores of them take 


pen in hand to tell Sunset editors where they've been, 


what they've discovered. 


Sunset knows 
the Pacific Coast 


THE MAGAZINE OF WESTERN LIVING 
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puts a man 
in the mood 


Esquire 


delivers 
exceptional 
results 

or 


top-ranking 


also 

delivers 

exceptional results 

for 

national advertisers 

of many other products 
in virtually 

every field. 
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Bowles Pulls No 


Punches as ‘Price’ 
Fight Gets Tougher 


Warns Public Will 
Blame All Business 
for Inflation ‘Disaster’ 


Washington, Sept. 25.—As _ re- 
conversion discussions center 
around OPA pricing policies, Price 
Administrator Chester Bowles has 
become outspoken in criticising 
policies of certain groups of busi- 
ness men. 

These utterances coming from 
other sources might be passed over 
lightly, but coming as they do 
from the usually placid OPA chief, 
they are attracting considerable 
attention. 

Two things that deeply im- 
pressed wartime Washington were: 
The miracle of the atomic bomb, 
and the secrecy surrounding it; and 
then the infinite patience of Ches- 
ter Bowles, whose persuasive per- 
sonality, more than anything else, 
has sustained OPA in so many 
hours of trial. 


Criticizes Retailers, Builders 


In recent weeks, Mr. Bowles has 
had some bitter observations to 
make about retailers who object to 
cost absorption, and construction 
people who objected to tight con- 
trol over building programs. He 
feels the retailers are unreasonable 
—‘In normal times manufacturer 
price increases are not immediately 
reflected in retail price increases”; 
he fears failure to control the 
building “boom” will invite a 
building “bust.” 

Previously, day to day battles 
with conflicting economic and po- 
litical groups have left him at least 
outwardly calm. It is evident that 
he is no longer calm about the 
conditions he sees ahead, and he 
took the occasion recently, while 
appearing before the National In- 
dustrial Conference Board in New 


York, to warn that unless business | 


men wake up they are inviting 
the blame for whatever may hap- 
pen to our economy. 


‘Believers’ Keep Quiet 


As Mr. Bowles sees it, the great 
majority of business men believes 
in price control, but remains silent, 
permitting “noisy critics and spe- 
cial seekers” to create an impres- 
sion that “‘business as a whole is 
the arch enemy of rent and price 
control.” 

“Although several leaders of 
business have come forward during 
the war to express their strong 
backing of price control,’ Mr. 


Bowles charges, “the record indi- | 


ADVERTISING 
MANAGERS 


... point of sale display 
material installed natien- 
ally in retail outlets by 
our trained missionary 
men with or without cars. 


Complete facilities throughout U. $. and Canada 


Advertising Distributors of Am. 


NEW YORK: 400 Madison Avenue 
CHICAGO: 20 East 8th Street 
ST. LOUIS: 1918 Washington Ave. 
TORONTO: 1162 Dundas Street W. 


cates that these few business men 
who have given us their vigorous, 
outspoken support and backing 
have been far outnumbered by 
those who fought tooth and nail to 
weaken our program. 

“The witnesses who appeared 
last spring and the spring of 1944 
before Congressional committees 
to plead for either the elimination 
or the emasculation of price and 
rent control were largely busi- 
ness men,” he said. 


Proposals Would Hike Prices 


“Almost invariably the attacks 
of these business men have been 
prefaced by a statement that in- 
flation was a bad thing, which, 
like wife beating, should be dis- 
couraged. But this statement of 
support for the principles of price 
control has invariably been accom- 
panied by a proposal which, if ac- 
cepted, would only serve to push 
prices or rents strongly upward.” 

Mr. Bowles denies that those 
who have opposed rent controls 
“represent the majority of busi- 
ness men.” But he cautions that 
“millions of average citizens have 


| wrongly come to look on business 
as & whole as the arch enemy of 
| price and rent controls.” 

The OPA chief warns that ‘‘our 
;country today is uneasy, and with 
good reason. Our people are look- 
ing earnestly to the government 
for continued protection against 
the savage inflationary forces 
which during the next few months 
could destroy their savings and 


ous future. 
Attacks Are Intensified 


“But what are we hearing from 
business? 

“In the newspapers our people 
read that some business groups 
are attacking our program of price 
and rent control with renewed 
vigor. One retail group has urged 
the complete abandonment of our 
cost absorption pricing standard 
which has enabled us so far to 
keep inflation in check. 

“A group of landlords recently 
launched an attack on me because 
I stated that rent control in con- 
|gested areas was still essential. 
/Can you gentlemen imagine what 


! 


wreck their chances for a prosper- | 


would happen if rent control were 
thrown out the window in Detroit 
today? Or for that matter in Pitts- 
burgh, Cleveland, Los Angeles or 
New York where there is hardly a 
vacancy to be found? 


Sees Ten-Year Building Boom 


“Today the construction indus- 
try represents one of our greatest 
opportunities for the future. With 
| good judgment and cooperation on 
| the part of labor, management and 
| government, Wwe can sustain a 
| building boom in this country for 
j}at least 10 years. We can build 
1,000,000 to 1,500,000 homes annu- 
ally. This industry under such 
conditions could offer steady jobs 
at good pay to four and a half mil- 
lion workers. It could offer ex- 
cellent profit opportunities to tens 
of thousands of architects, build- 
ers, contractors and suppliers. 

“According to a recent survey 
by Architectural Forum, millions 
of Americans are looking forward 
to building a new home in the 
immediate future. The price they 
expect to pay averages $5,500. If 
the price is even as little as $1,000 
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higher, more than 40% say they 
will have to put off building or 
abandon it completely. 


Groups Oppose Ceilings 


“And yet, many building as:o- 
ciations, speculators and promot: ;; 
are demanding that we shar})ly 
modify or even eliminate pr ce 
ceilings on lumber, bricks, shin- 
gles, mill work and all the other 
items that go into home building 

“Mr. and Mrs. Average Citizen 
will also see in their daily paper 
that some business men are de- 
manding that we abandon entirely 
all price control on vacuum clean- 
ers, washing machines, radios and 
automobiles; and that if we must 
continue price ceilings, we should 
set them 20, 30 and even 50% 
above the levels we had before the 
war. 

“While one automobile manu- 
facturer has publicly stated tha 
the industry is so competitive that 
there is no need for any OPA pric: 
control whatsoever, another auto- 
mobile manufacturer has requested 
a 55% increase in the price at 
which he sold his car in 1942. 
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Proof of Editorial Brains That Makes Sense 
for Your Advertising Dollars! 


Aviation 


Maintenance 


INDUSTRIAL FRARRETING 


} Esme 


L“oadle 


ILL & FACTORY 


for its series of articles and unique 
poster-charts showing industrial 
workers how to “Work Safely and 
Avoid Personal Injury”. Hailed by 
plants everywhere as an important 
contribution to employee safety. 


J“offuard lo 


Chiution 
Maintenance 


for its United States Navy Aircraft 
Maintenance issue of July 1945. 
Called by Naval Aircraft officials ‘“‘a 
great morale building job”. 


Auer of Mil 


Aviation 
Maintenance 


for its article in the February 1945 
issue entitled ‘““Air Marking”. Con- 
sidered by aeronautical authorities a 
Significant step in this previously 
much neglected phase of aviation 
progress. 


CONOVER-MAST CORPORATION — 205 FE. 42nd 


New 


York 17; 
333 No. Michigan Ave., Chicago 1; Leader Bldg., Cleveland 14; 
Duncan A. Scott & Co., West Coast Representatives, Mills Bldg., San 
Francisco 4, and Pershing Square Bldg., Los Angeles 13, Calif. 
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though his 1942 price was 


vel 


‘ready substantially higher than 


ye charged six months before that. 
Will Blame ‘All Business’ 


“Gentlemen, if price control is 
}iminated too soon, as it was after 
ne last war, if we get the specu- 
ative excesses of an inflationary 
oom followed by the bankrupt- 
ies, the foreclosures, the unem- 
joyment that we had in 1920-21, 
he experts may differ as to the 
ause until the cows come home. 
“But I am afraid the average 
jtizen will have no such uncer- 
zinty. Remembering clearly the 
hitter attacks on price and rent 
mtrol by many business groups, 
he is likely to lay the blame for 
he disaster squarely on the door- 
tep of all business.” 

Mr. Bowles assigns business 
coolness to OPA to these causes: 
1. Failure to understand OPA 
pricing principles, which according 
9 the Price Control chief, ‘“guar- 
ntees each industry price ceilings 
high enough to at least achieve 
verage peacetime profits,” and 
re actually ‘‘a floor under profits.” 


2. Fear that controls will be 
retained indefinitely. Except for 
electrical appliances, building ma- 
terials, radios, automobiles and 
other consumer durable goods 


which will be short for months to | 


come, ceilings will be removed 
rapidly, he promised. 

3. Many business men feel their 
problem is “different” and _ that 
“an exception should and can be 
made in their case.” 

4. Some believe a 5, 10, 15% in- 
crease in the price level might be 
a good thing. 

This last group fails to appre- 
ciate, Mr. Bowles warns, that ‘‘one 
man’s price is another man’s cost”; 
they fail to take into account the 
attitudes of the other groups which 
go to make up our economy. 


Sees Greater Labor Demands 


“T believe that it should be clear 
to anyone that the proposed 10 to 
15% ‘gentle’ inflation in prices 
would multiply the demands of 
labor many times over; nor would 
our farmers tolerate for one in- 
stant a situation in which farm 
prices were going down while in- 


dustrial profits were going up. 

“Moreover our farmers do not 
lay their demands on the bargain- 
ing table. They go straight to 
Congress, and they have a pretty 
fair record of getting what they 
want.” 

Mr. Bowles believes that 1946 
retail sales will equal ’45, the big- 
gest year in history, and that with 
the excess profits tax removed, 
profits after taxes will reach the 
highest point in history, and divi- 
dends will rise, creating “a super- 
ficial atmosphere of free spending 
and widespread prosperity.” 


Warns of Unemployment 


“But under the surface the pic- 
ture will be far less happy,” he 
says. “By the middle of winter 
we shall see 9,000,000 unemployed; 
a drop of some $25,000,000,000 in 
gross national income. Unemploy- 
ment will decrease rapidly through 
the year, but will still remain as 
high as 6,000,000 a year from this 
Christmas. Half of the unemployed 
in 1946 will be veterans. 

“Tf against this background in- 
dustrial prices move upward, mil- 


lions of people may seem tempo- 
rarily to prosper. But millions of 
others will be hurt and bitter. 
Sooner or later we shall meet dis- 
aster and it is my guess that it will 
be sooner rather than later. 

“We will have our boom all 
right. There is no question about 
that. We will have the specula- 
tion, the zooming prices and the 
appearance of superficial prosper- 
ity. But when the inevitable col- 
lapse finally comes it can shake 
our whole economic foundation.” 


Strong Joins WCOP 


Kenneth N. Strong has joined 
the promotion staff of Station 
WCOP, Boston, as merchandising 
assistant, following service in the 
merchant marine for the past 
three years. Before the war he 
was with Station WBZ, Boston. 


Stein Joins Nielsen 

Herman W. Stein, recently di- 
rector of research engineering of 
Celotex Corporation, has been ap- 
pointed controller and assistant 
treasurer of A. C. Nielsen Com- 
pany, Chicago marketing research 
organization. 
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Challenge, U. S. 
Engine Merger 
Announced in Ad 


Batavia, Ill., Sept. 27.—The re- 
cent merger of U. S. Engine & 
Pump Company and the Challenge 
Company, both of Batavia, is an- 
nounced in the initial ad of a 
new series, headlined, “Two great 
companies combine with 166 years 
of experience to manufacture 
farm implements.” 

U. S. Engine was established 
in 1854; Challenge, in 1870. The 
newly-merged companies will be 
known as_ U.S.-Challenge Com- 
pany. 

The campaign will include the 
use of full and half-page color 
ads in farm implement and rail- 
road equipment publications, ads 
in national and state farm pub- 
lications, a quarter-hour thrice 
weekly transcribed program, 
“Fact and Fancy,” on 21 spot sta- 
tions and a 72-page looseleaf il- 
lustrated catalog for dealers. 

Parent company of the new 


(MAKING 10 IN ALL SINCE 1942!) 


Winning national awards for outstanding editorial performance is getting 
to be a habit with Conover-Mast publications! 


For again this year, in a field of 419 entries, these magazines have walked off 
with prizes in Industrial Marketing’s Annual Editorial Competition. The 


box score: 2 First Awards and 1 Award of Merit! 


But it’s a mighty good habit... one that gives us as much pleasure as we 
get in giving readers this prize-winning brand of editorial service year after 
year. From 1942 through 1945, Conover-Mast publications have captured 
4 First Awards and 6 Awards of Merit: 


1942 


First Award to MILL & FACTORY for “Best Single Issue of Special Purpose” 
Award of Merit to MILL & FACTORY for “Best Series of Editorial Articles” 
Award of Merit to MILL & FACTORY for “Best Published Research” 

Award of Merit to PURCHASING for “Best Series of Editorial Articles” 


1943 


First Award to MILL & FACTORY for “Best Single Issue of Special Purpose” 
Award of Merit to PURCHASING for “Outstanding Series of Special Articles” 


1944 


Award of Merit to AVIATION MAINTENANCE for “Best Illustrative Treatment 
of Editorial Material” 
First Honorable Mention to PURCHASING for “Best Series of Articles” 


1945 


FIRST AWARD to MILL & FACTORY for “Best Series of Articles” 
FIRST AWARD to AVIATION MAINTENANCE for “Best Single Issue” 
AWARD OF MERIT to AVIATION MAINTENANCE for “Best Single Article” 


Of course Conover-Mast is proud of this record. Not because of the intrinsic 
glory, but because it proves a continuing alertness to readers’ needs based on an 
editorial sense that’s as sound as the dollars you invest in the advertising pages of 
these “heads up” publications! 


CONOVER-MAST 


FACTORY °* 
DIRECTORY * 


PURCHASING °*¢ 


Publishers of: AVIATION MAINTENANCE ¢ MILL & 
PLANT PRODUCTION 
LIQUOR STORE DISPENSER 


organization is Batavia Metal 
Products Company, headed by Dr. 
Henry M. Garsson, Sales man- 
ager for U. S.-Challenge is Col. 
Herbert P. Heiss. U. S.-Challenge 
will manufacture a complete line 
of farm equipment, grain eleva- 
tors, grain blowers, pumps, water 
systems, tanks, windmills and 
prefabricated farm buildings and 
houses. 

Melamed-Hobbs, Inc., 
apolis, is the agency. 


Minne- 


. . 7 . 

Maher Joins ‘Airports’; 
Plans Speaking Tour 

Frank Maher, who recently re- 
signed as assistant to the presi- 
dent of Parks Air College, East 
St. Louis, IIll., will begin a na- 
tional speaking tour Oct. 1 mak- 
ing 400 talks during the next 
year before business organizations 
and high schools. He will speak 
on planning community airports 
and career opportunities in avia- 
ition. Contracts for the talks were 
'made through the Institute of In- 
ternational Understanding of Ro- 


tary International and the Na- 
tional Lecture Bureau. 
Mr. Maher has also been ap- 


pointed field editor of Airports, 
|New York. He has established 
|business offices at 4235 Lindell 
Blvd., St. Louis. 


Dare Joins KXOK 


Edwin Dare, formerly with 
American Cyanimid Company and 
the merchant marine, has joined 
the sales staff of KXOK, St. Louis. 


| é. More key officia Was 

|} ington read TIME 

read any other magazine, Iweve 
big ay 


| 
| 
| 
h For further details write to 


TIME 


} 9 Rockefeller Plaza, New York 20, N.Y. 
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Shellmar Names Two 


T. K. Almroth, for more than 25 
years advertising and publicity 
manager of Owens-Illinois Glass 
Company, has been appointed di- 
rector of public relations of Shell- 
mar Products Company, Mt. Ver- 
non, O., and Southgate, Cal. T. R. 
Baxter has been appointed pack- 
age development manager. He 
has been with Standard Brands 
in a similar capacity for a num- 
ber of years. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


Gordon's Gin Ads 
Return to Dailies 


Linden, N. J., Sept. 26.—For the 
first time since the war began, 
Somerset Importers Ltd. is ad- 
vertising Gordon’s gin in news- 


papers. First advertisements will 
appear in 75 newspapers in 50 
cities throughout the country, 


from now until the end of the 
year. 

Insertions will run to 660 and 
340 lines and will bear the copy 
theme, “There’s no gin like Gor- 
don’s.” First ads picture the gin 
bottle atop the world and an- 


au.d 
will appear 


_in magazines 
| vertisements 
‘the fall bearing the same copy 
\theme. L. H. Hartman, Inc., New 
York, is the agency. 


HEUBLEIN BREAKS 
MILSHIRE GIN COPY 
Hartford, Conn., Sept. 27.—An- 
nouncement advertisements of 420 
and 375 lines in 81 newspapers 
have been scheduled by G. F. Heub- 
lein & Bro., Inc., reporting that 
production has been resumed on 
“‘Milshire, the pot still gin.” A 
continuing campaign of 120-line 
ads will be run in these papers, 
as well as full-color pages in Cue, 


half-page ad-, 
during | 


statically murmuring “Mm-m-m- 
Milshire!” The ad explains that 
the gin “has been scarce as hens’ 
teeth because we wouldn’t make a 
drop of it with skimped or substi- 
tute materials. Now our pot stills 
are working again, producing the 
superb Milshire of old—the same 
un-ginny gin that adds excellence 
to any drink it’s in!’”” Heublein sug- 
gests, “If you have a hankering for 
the best, ask for it by name—Mil- 
shire.” 

Lawrence C. Gumbinner Adver- 
tising Agency, New York, handles 
the account. 


and highball, with a customer ec- | 
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British Package 
Design Faulty, 
Survey Shows 


London, Sept. 15.—Strong ce: itj- 
cism of Britain’s standard of cm. 
mercial design has been made by 
Sir William Craford & Partners 
Ltd., following a survey con. 
ducted by the firm of opinions 
on packaging among member: of 
foreign embassies and legationg 
here. 

Representatives of 30 nations 
ranked British standards of de 


sign below those of the Unite 
States, Sweden and Switzerland 

“The crisis of consumer good 
takes place at the counter,” the 
report says, “and this survey ha 
shown that at that all-importanf 
point American concentration on 
design is likely to prove decisive 
| Countries as far apart as Panam; 
'and China agreed that Britis! 
goods will need improved desigy 
to compete effectively with com 
| petitors in their import markets,’ 


U. S. Packaging Best 


All those questioned gave tha 
U. S. first place in “ingenuity and 
modernity” of design, and mos 
ranked the U. S. first for “servicilill 
| and spares.” The U. S. also ranke@il 
'at the top in “packaging,” buf 
with only a small majority. 

Writing of the survey in thé 
| Sunday Times, Sir William com 
mented that, with Germany an 
Japan out of the export picture 
Britain’s only rival in foreigy 
| trade is the United States, “whict 
‘is ahead of us in visual appeal 
ingenuity, modernity, service and 
spares. We cannot afford to bg 
left behind on any point. Ou 
manufacturers must concentraté 
on our weak points—design and 
service.” 

He pointed out that if Britis! 
manufacturers increase their sery 
ices, and design is improved, ex 
, port of British products, well ree 
ognized for their workmanshi 
will surely increase. 


THE ARTKRAFT*® SIGN CO. 
rtkraft manvtesturt Corporatior 
a ng 
$00 Kibby St.. Lima, Ohio, U.S.A 
The World's Largest Manufacturers of 
All Types of Signs 


@REG US PAT OFF 


nounce: “Yesterday, today, to-|Esquire, Gourmet, House & Gar-| intertype Ups Hotfman 
morrow, there’s no gin like Gor-|den, The New Yorker, and Town pyank Hoffman, export manager 
don’s. Drinks never taste thin | & Country. of Intertype Corporation, Brook- | 
with Gordon’s gin.” Initial copy displays the Mil-/lyn, for the past 20 years, has 
Further expansion is flanked by Martini|been appointed a vice-president. 


planned shire bottle 


~s ‘Californian’ to Make 
a = Bow in January 


—_ | A Los Angeles corporatio 
Y headed by Joe R. Osherenko an 
5 we Herman Sonnabend plans publica 


tion Jan. 15 of The Californian 
national fashion publication wit 
The name BALL on home canning jars and accessories has 


a California slant. An extensiv 
|radio, newspaper and direct ma 
{campaign is promoting the ne 
publication, which has a subscrij 
tion price of $2.50 per year. 

| Space reservations for adver 
tising are being accepted with 
Nov. 20 deadline for color plat 
jand Dec. 1 for black and wit 
‘Mr. Osherenko also publish 
|California Apparel News, St)! 
‘and California Stylist. and ™M 
Sonnabend has been West C 

editor of several eastern maga 
|zines. Executive and editorial « 
|fices are at 210 W. 7th St., | 

Angeles. 


Optimist Week Oct. 7-13 
Optimist Clubs of North Ame! 
ica have scheduled two 15-mi1ul 
| transcribed radio programs on |! 
| stations as part of the club’s rim 
‘annual Optimist Week, “ap; °2 
ing for more cheerfulness, fri:! 
|liness and cooperation,” Oct. 


been a guarantee of reliability to three generations of 
American families. This well-known symbol of quality is being 
kept active in the eyes and minds of shoppers and users. 
Point-of-purchase displays have urged essential home can- 
ning of vital foods. The BALL Blue Book each year carries 
over fifty pages of accurate + 

detailed canning instructions, 


colorfully illustrated. Forbes 


i i in- 1/13. Five-minute live prog: ™ 
can help you, too, in maintain |apot smnounceuments and 
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38 
‘Flying Tigers’ 
Form Air Cargo 


Fleet on Coast 


Long Beach, Cal.,Sept. 26.—The 
first all-veteran commercial flying 
organization, National Skyway 
Freight Corporation, is now carry- 
ing 50,000 pounds of cargo by air 
daily. Organized on June 29, the 
company was formed by a group of 
former members of the famous 
Flying Tigers. 

President of the company is R. 
W. Prescott. Other officers are: 
Robert Hedman, vice-president in 
charge of operations; Jack Cor- 
nelius, vice-president in charge of 
maintenance; C. J. Rosvert, chief 
pilot, and Robert Reines, pilot. 

Stockholders in the corporation 
who are also members of the fly- 
ing group are Dick Rossi, Fred 
Bartling and Link Laughlin. Three 
employes, Manning Wakefield, 
Robert King and Harvey Wirta, 
were formerly “Flying Tigers.” 

First advertisements have begun 


to appear on a small scale telling 
the story of the company and pro- 
moting “daily cargo service to 
both coasts.” The company has 
eight Conestoga twin-engine trans- 
ports, capacity 10,000 pounds each, 
five of which have been licensed 
and are in daily operation. 

Smalley, Levitt & Smith, Los 
Angeles, is agency. 


Bendix Adds Three 


Bendix Home Appliances, South 
Bend, Ind., has added three mem- 
bers to its advertising staff: Ken- 
neth Davis, formerly supervisor 
of media for General Electric in 
Bridgeport, Conn.; Robert Low- 
ery, recently advertising assistant 
in the store front division of 
Kawneer Company, Niles, Mich., 
and Gene Hill, transferred from 
Bendix’ engineering department. 


Rejoins Railway Express 

Steve Canton, recently released 
from the Army, has rejoined Rail- 
way Express Agency, New York, 
to take over publicity activities 
on rail express. He was air ex- 
press publicity representative be- 
fore entering service. 


Two Join Robinson; 


Agency Adds Accounts 


B. E. Howard, formerly copy 
chief in the Los Angeles office of 
BBDO, has joined Elwood J. Rob- 
inson Agency, Los Angeles, as 
creative chief. Robert C. Neu- 
man has also rejoined the agency 
as production manager, after two 
years with Lockheed Aircraft. 

The company has added the ac- 
counts of John V. Avent Com- 
pany, Los Angeles, designer and 
distributor of Modernaire manu- 
factured homes, and Continental 
Hiway Hotels, country-wide string 
of motor hotels. 


Goldsmith Joins Agency; 


Succeeded by Earle 

George M. Goldsmith, manag- 
ing editor of the National Litho- 
grapher, Newark, for the past six 
years, has become associated with 
Goldsmith Company, Providence 
agency. He joins his brother, 
Jules P. Goldsmith, as a general 
partner, 

He will be succeeded at Na- 
tional Lithographer by Maurice J. 
Earle, formerly press relations of- 
ficer and house organ editor of 
Titeflex, Inc., Newark. 


complacent. 


Leapersuip does not arrive overnight. It accrues gradually 
through public approval and acclaim. 


For many years, the undeviating high quality standards set by Reilly 
has continually widened the use of its electrotype products until 
today, publishers everywhere accept Reilly products with the knowl- 
edge that there is none better—and few as good. 


Reilly is an organization old enough to have a background of 
experience, but not too old for young ideas; big enough to have 
adequate manufacturing facilities but not too big so as to become 


These facilities mean far more than capacities, machinery and 
material. They also mean resourcefulness and intelligent ingenuity 
that results in a better electrotype for you. 
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305 EAST 45th STREET, NEW YORK 17, NEW YORK 
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1 1-2% of Families 
Key to Housing 
Boom, Study Shows 


Inflated Costs 
Causing Delay, 
‘Forum’ Indicates 


New York, Sept. 25.—Although 
a third of U. S. families want to 
buy or build homes some time 
in the future, only 1.5% are sure 
prospects to buy or build in the 
next year, according to a supple- 
ment in Architectural Forum this 
month. A survey made by Cross- 
ley, Inc., for the Forum, based 
on interviews with 8,052 family 
heads, shows that about 2,778,000 
or 7.5% of U. S. families can be 
considered good prospects for 
homes. 

Even these “sure” and “border- 
line” prospects, however, will not 
build or buy homes in the next 


two or three years unless the 
building industry sells them “on 
the idea that it is in a position 
to give them what they want at 
a fair price within the next two 
or three years,” the magazine as- 
| serts. 


Half in Under $6,000 Class 


The report shows that a little 
over half of the good prospects 
in urban communities plan to 
|spend less than $6,000; that in 
all price classes at least six out 
of 10 non-farm prospects will 
make larger down payments than 
‘the FHA requires; that 16% of 
those who buy for less than $5,000 
and 29% of those paying over 
$10,000 will pay the total cost 
in cash; that the majority of good 
prospects will build or buy one- 
story, five or six-room and Cape 
Cod style houses. 

These good _ prospects were 
found to include a_ relatively 
large number of servicemen and 
their wives, people living in small 
cities, those living in the West, 
and those with ‘moderate size 
families. More homes will be 
bought by people aged 30-44 
years than by older or younger 
groups, and the good prospects 
| have higher incomes than the av- 
|erage for all those questioned, al- 
| though the lower income groups, 
| with average annual earnings of 
|less than $4,000, will 
72% of the market. 


3% Want Prefabrication 
Only 3% of the non-farm good 
prospects expect to buy prefabri- 
cated houses, compared with 49% 


comprise | 
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who will buy custom-built houses 
20% who will buy ready-bui); 
homes, 19% who will buy olde; 
homes and 9% who are undecic ed 
In this connection, the For 
comments: “Of course, prospect; 
may very well shift their inten. 
tions if older houses are be'te; 
bargains after the war than rey 
ones, and if the housing industry 
can produce ready-built house; 
embodying the desires of the 
prospects, or if prefabricated 
houses are presented to the pub. 
lic in attractive forms at much 
lower prices.” 

The good prospects, for the 
most part, believe that the nex 
12 months will be a poor time t 
buy or build, chiefly because 
prices are high. Asked if there 
are “any special reasons why you 
might not build (buy) for a while 
even when labor and material 
are available,” 38% of these 
“sure” and “borderline” prospects 
said there would be no reason fo: 
delay, but 27% said prices might 
be too high; 16% said they might 
lack the necessary immediate 
cash; 14% might wait for new fea- 
tures in houses; 11% indicate un- 
certainty as to where they will 
live; 11% said speed of demobi- 
lization might cause a delay; 9: 
fear a depression; 4% are afraic 
of losing their jobs, and 4% said 
they might have a change in the 
family. 


GUNNISON TELLS 
EXPANSION PLANS 

New Albany, Ind., Sept. 25— 
Gunnison Homes, Inc., U. S. Stee! 
subsidiary manufacturing prefab- 
ricated houses, has announced 
plans to construct a_ $1,000,000 
plant here which will have a Ca- 
pacity of 1,650 houses annually. 

Foster A. Gunnison, president, 
asserted that the plant will be the 
first of a number Gunnison wil! 
build at strategic points through- 
out the nation at reasonable ship- 
ping distances from territorial 
markets to be developed later. 

Eight sizes of homes will fea- 
ture the company’s first postwar 


production. They will be sold 
through department stores and 
other dealers at retail prices 


which are expected to enable pur- 
chasers to buy on payments rang- 
ing from $30 to $60 monthly. The 
company has begun training deal- 
ers in selling and erecting the 
homes. 


MILLION CANADIANS 
TO BUILD, BUY HOMES 
Toronto, Sept. 27.— Approxi- 
matelly 500,000 Canadian home- 
owners plan changes in _ thei 
present homes, with a_ similar 
number of families contemplatins 
moving to another residence, Mac- 
lean-Hunter Publishing Com- 
pany’s postwar research depart- 


“The El 
he says” 


r 


| 
L 


“He comes in every month and buys—and he 
won’t take anything but the brand he asks for. 
Says he sees ’em advertised in the el and sub- 
way —and what’s good enough for the subways 
is good enough for him.” 


Formula for Selling New Yorkers 
Mass Coverage X Color Impact X High 
Frequency... the unique combination in 
Subway Advertising. 
New York Subways Advertising Co., Inc. } 
630 Fifth Avenue, New York 20, N. Y. r 


410 N. Michigan Avenue, Chicago 11, Ill. 
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ment has found. The publishing 
group estimates, also, that Cana- 
dian builders and buyers will in- 
yest about $1,750,000,000 in carry- 
ing out their plans. 

These figures Maclean - Hunter 
has projected on the basis of 2,- 
516,726 families in Canada at the 
time of the 1941 census. Inter- 
views were obtained with 2,039 
individuals in their homes (no 
pinions were sought from mem- 
pers of the armed forces). 


Many Improvements Planned | 


in | 


Of those planning changes 


present homes, by far the greater | 
number plan major repairs or | 
major improvements—about 250,- | 
000 families in each case—with 
164,000 planning additions and_| 
90,000 considering conversions. 
Of 584,000 families planning to | 
move, Maclean-Hunter estimates 
that 262,000 will build, 155,000 
will buy, 106,000 will rent, and} 
61,000 are undecided. Families | 
in the middle income group, it} 
was found, have greater inten-| 
tions to move than either the high 
or low. 
The greatest number of fami-| 
lies—201,000—plan an investment | 
of under $4,000, with 140,000) 
builders and buyers anticipating | 
one of between $4,000 and $6,000. 
Only 41,000 said they will spend | 


between $6,000 and $10,000, and), 


18,000 contemplate an investment | 
of more than $10,000. 

About 55% will pay cash for'| 
their new homes, and 42% will} 
use long term credit in the form | 
of government loans and private 
mortgages. Less than 8% will| 
resort to other means such as) 
selling stocks and bonds, borrow-| 


ing on life insurance, etc., the | 

survey discloses. | 
| 

Four Join Ayer 

Brydon S. Greene, previously | 


assistant to the advertising man- | 


ager of Lever Bros. Company, | 
Cambridge, Mass., in charge of | 
vitamin products, has joined the 
plans merchandising department | 
f N. W. Ayer & Son, Philadel- | 
phia. Frederick W. Brack, for- 
merly in promotional work with | 
Montelair Academy, Montclair, | 
N. J., and Bordentown Military 


&Binstitute, has joined the agency’s 
leMeducational department as 


New 
England representative, and Theo- 


hedore Whittelsey Jr., recently dis- 


‘harged from the Army, has re- 
oined Ayer as assistant to the 
personnel director. 

Dwight C. Van Meter, for the 
ast three years in charge of} 


Marine Corps public relations in|} 


Pennsylvania, New Jersey and 
Delaware, has joined Ayer’s pub- 
ic relations staff. 


Keith Joins Foundation 


Michael Keith, who joined the 
War Department in Washington 
three years ago, first in the office 
f the Quartermaster General and | 
more recently as consultant econ- 
mist, General Staff, has been 
appointed: a member of the staff 
f the Advertising Research Foun- 
dation. Previously he was assis- 
tant director of market research 
for Vick Chemical Company’s new 

ducts division; director of 

ket research for Willmark Re- 
earch Corporation, New York, 

n assistant to the president, 
“\ahrvegaeen Century Press, New 
fork, 


Wood Joins Mayers 

Villard S. Wood, formerly ad- | 
‘ertising manager of Earle 
Anthony, Inc., and Los Angeles 
€} resentative of Campbell-Ewald 
I D. P. Brother agencies, has 

ed the copy department of the 
i yers Company, Los Angeles, to 

k on automotive accounts. 


Hoads Wohl Shoe Sales 


ohn B. Johans, for the past 14 
® rs director of advertising and 
licity of Wohl Shoe Company, 
Louis, has been elected a vice- 
ident and director of sales 

public relations. Albert 
nk, assistant advertising man- 
’ for the past six years, will 

eed Mr. Johans. 


Qs 


C.18 


Stanton Heads Sales 


Arthur T. Stanton, formerly 
chief of operations in the produc- 
tion facilities bureau of WPB, and 
formerly with Willys - Overland, 
has joined Master Vibrator Com- 
pany, Dayton, as general sales di- 
rector. 


Sylvania Promotes 


Fred B. Parker, formerly Flor- 
ida sales representative of Syl- 
vania Electric Products, New 
York, has been appointed assis- 
tant sales promotion manager. 


Open Chicago Office 


The Long Island Daily Press 
and Star-Journal and the Staten 
Island Advance have opened west- 
ern offices in the Wrigley build- 
ing, Chicago. All three papers 
are managed by Harry J. Elder. 


Sandberg to Browne 


Randolph A. Sandberg has re- 
signed as head of the accounting 


ito join the accounting department 
lof Burton Browne Advertising, 
| Chicago, 


Wheeler to Brisacher 
Franklin C. Wheeler, San Fran- 


cisco manager of Hearst Adver- | 
11 | 
|years, has joined the San Fran-|has 


tising Service for the past 


cisco office of Brisacher, 
|Norden & Staff, as vice-presi- | 
| dent. 


Gibbs Joins JWT 


| Harold W. Gibbs, formerly with | 


|joined the financial advertising | 


| staff of the Chicago office of J. 
| Walter Thompson Company. 


39 


| Leaves West-Holliday 


Floyd L. Sparks, for 21 years 
with West-Holliday Company, San 
Francisco, and its predecessors, 
resigned. He recently ac- 


Van |quired controlling interest in the 


Review, Hayward, Cal. 


Joins Richmond Papers 


Harry Judges, classified adver- 
tising manager of the Toronto 


department of Grant Advertising| Doremus & Co. in Chicago, has|Evening Telegram, has joined the 


Richmond Newspapers, Richmond, 
Va., in the same postion, effective 
Oat. §. 
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We thank the regular 
users of Consolidated Coated 
Papers. Your cooperation and patience 

"have made possible an equitable dis- 
tribution of the Consolidated 

Paper available for 


Civilian use. 


onsobidaled °(\\i5 Papers 


AT UNCOATED PAPER PRICES 


Good coated paper must have a variety of qualities. 
It must be strong enough to withstand the stress of 
high speed printing. It must have opacity sufficient to 
prevent “‘show-through”’. But most essential isa smooth 
uniform surface on both sides on which the gradations 
of fine half-tones can be produced without loss of 
detail. Consolidated Coated has all these qualifications. 


Yet the printability of Consolidated Coated is only half 
of the story. For it is not high priced, but a fully coated 


FA 
P 


enamel paper in the low price range of uncoated stocks. 


4 
MOUS BRANDs » 
RODUCTION Gloss 

Coaled 


WODERN GLOSs 
Coated 
PRODUCTION 


First on the market in 1935, the printing quality and economy of Consoli- 
; dated Coated have been thoroughly tested and proved by its use in great 


national magazines, trade and technical publications, and catalogs and bro- 


chures of America’s foremost advertisers. 


Whether your problem is the production of millions of mail order catalogs 


-+.a national Magazine or Trade Paper .. . a House Organ or high quality 
‘ Merchandising Folder ... there is a grade of Consolidated Coated to provide 
fine appearance with economy. 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


Four Modern Mills... All in Wisconsin. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


SALES OFFICES 


135 SO. LA SALLE ST., CHICAGO 3 
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Ex-Agency Man Uses 
11-Copy ‘AA’ File 

To the Editor: I’ve read a lot 
of letters from servicemen over- 
seas, in ADVERTISING AGE, praising 
the pony edition. So I’d like to 
put in a few words for the reg- 
ular edition. 

Upon returning to a port after 
weeks at sea, recently I re- 
ceived a stack of 11 copies of Ap- 
VERTISING AGE which had been 
forwarded to me. Not the pony 
edition! But the regular, life-size 
edition!! 

I really enjoyed reading these! 
Especially as I have enough points 
so that I’ll soon be back at my old 
desk with the Shaffer-Brennan- 
Margulis agency in St. Louis. And 
I have been anxious to learn what 
has been going on as well as what 
is planned for the future in busi- 
ness. 

Other officers on this ship are 
also getting some benefit from 
these 11 copies of “Ap AGcr.” When 
I run across an article about any 
type of business to which any of 
the other officers plans to return, 
I clip out the article for him. 

Lr. LEON SEELING, USNR, 

Fleet Post Office, San Fran- 

cisco. 


7. | > 


Thanks for Pony ‘AA’ 


To the Editor: The July and 
August pony editions of ADVER- 
TISING AGE have been received 
and studied with a great deal of 
interest. 

Your policy of sending this pub- 
lication to men in the service is 
certainly one of merit. I wish to 
thank you for placing my name 
on the list and to tell you that 


Pee. 


This departm 


future editions are eagerly awaited. 


Capt. JOHN D. REDMOND, 
54th Air Service Group, New 
York. 


Quick Change Brings 
Ad Up to Date 


To the Editor: I was very much 
interested in reading about the 
last minute change adapting the 
Kleenex advertisement to peace- 
time conditions. 


Will there be a Job for them now that it’s over? 


JOHNSON & =| 


FOR COMMERCE AND INOTSTRY 


UP-TO-DATE — A _ last-minute change 

brought this Johnson & Higgins copy, 

prepared before Japan's capitulation, 
up to date on the war's end. 


Undoubtedly there were man) 
examples of “quick thinking” ir 
this respect, for none of us wantec 
to run an inappropriate ad if ii 
possibly could be avoided. 

For your possible interest, an- 


family coverage. 
tion.) 


(148, 


“ST. PAUL 


SAINT PAUL, MINNESOTA 


RIDDER-JOHNS 


St. Paul Covers Half 
the 9th Largest Market! 


Nearly 800,000 populati 
more than $1,000,000,000 effective annual buy- 
ing income makes St. Paul-Minneapolis the 9th 
largest market in the United States. 


The St. Paul half is covered only by the St. Paul 
Dispatch and Pioneer Press with virtually 100°, 


on (1940 Census) with 


886 city zone circula- 


DISPATCH-PIONEER PRESS 
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, INC.—Notiono! Representatives 


NEW YORK CHICAGO ST. PAUL 
342 Madison Ave Wrigley Bidg Dispatch Bidg 
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thinking” 


other 
which was made is enclosed. This 


“quick change 


advertisement for our client will 
appear in Business Week for Sep- 
tember and Time and Fortune for 
October. The deadline for one of 
'the insertions arrived on the day 
'that Japan surrendered. 

' You will notice that we were 
rather fortunate in this particular 
case because the advertisement 
could be adapted by merely chang- 
ing the headline and a couple of 
phrases in the third paragraph. 
RosBertT L. BARBOUR, 
Associate, G. Munro Hubbard, 
Public Relations, New York. 


Third G. I. Adclub 
Launched in Paris 


To the Editor: And so a third 
G.I. advertising club has started. 
Last month I was transferred 


pesirye 


| from the Third Army in Germany 


to Paris. I was disappointed to 
learn that there was no adclub 
here in Paris. Stars & Stripes 
offered to run a notice about start- 
ing the club, and the Army admen 
in France had their first meeting 
of 29 men two days ago. We will 
meet every Tuesday at 7 p.m. at 
the Washington Red Cross Club, 
16 Boulevard Haussman, Paris. 

All branches of civilian adver- 
tising work were represented— 
agencies, radio, newspaper, ad- 
vertisers, outdoor, printing and 
engraving. Two G.I.s came more 
than 75 miles from Rouen and 
Compiegne. Surprisingly, many 
of the men were doing Army 
work closely related to advertis- 
ing—with Stars & Stripes, Yank, 
American Forces Network, Public 
Relations Office, and Information 
& Education. 

We plan to alternate weekly 


| with organized roundtable discus- 


sions and talks by our own mem- 
bers or civilian speakers. We are 
particularly anxious to contact 
any visiting American civilian ad- 
men to speak to us. I would ap- 
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preciate your running this to ec»- 
tact any of your Army readers jp 
this vicinity who may have miss» 
the Stars & Stripes article, as w>\) 
as to contact any visitors. 
Prc. MERRILL ORMEs, 
c/o Postmaster, New York. 


= oy 


Any Strings Attached? 


To the Editor: Coincidences jy 
advertising may seem frequen: 
but probably follow the law 
averages. However, here’s cre 
that really raises the eyebrow: 
Right together on Page 9 of thx 
Sept. 18 Chicago Daily News are 
these. Could it have been a 
move by the layout man? 


PHILIP LESLIE, 

Public Relations, Ziff-Davi 

Publishing Company, Chicago 

[Editor’s Note: Mr. Leslie ‘e- 
fers to a local ad for Champion 
Laundry and a national ad for tly 
Hollenderizing process for furs. 
both of which show a well-mani- 


|cured female finger with a string 
| tied around it for reminder pur- 
| poses. ] 
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ccCn- you used to _ | Papers of the nation. learn that ADVERTISING AGE is hu- 
rs ir |dress gals in : It is the feeling of most pub-| man, too, just like press agents. 
isseq copies of Ap- |lishers that the approaching Vic- JULIAN JACKSON, 
wel] VERTISING AGE, | tory Loan drive will be the tough-| Len Arnold & Julian J. Jack- 
who passed out lest job from the standpoint of| son, Public Relations, Chi- 
copies at con- |securing sponsored advertising,| cago. 
ventions? |and we are accordingly attempt- 2 9 
I swiped the m\ing to supply newspapers with | 
idea for the | more and better material and sell- | Who Gets the Ideas? 
? girls who sell |ing ammunition than ever before. To the Editor: I doubt if you 
” football pro- S. GeEorGE LITTLE, have any subscriber who reads 
: grams at Ohio | Special Consultant, War Fi- ADVERTISING AGE more thoroughly 
4a Wesleyan. It | mance Division, Treasury De- .. . every item, in every issue, 
ee: was a hit—and we sold out! partment, Washington. from cover to cover... than the 
sn R. a “ _— — | — ee ietdice wad 
thing to the idea of displaying the ’ ° os 90 chec e classified ads to see 
‘ a product. 1 ‘It s Builders Building what’s doing in the help market. 
- The girl, incidentally, is Beth! To the Editor: For two years| Perhaps this is due to my long 
: Vogt, a coed. we have sat at Publicity Club| former experience as a newspa- 
G. W. YOUNG, ‘luncheons and heard the editor of | per promotion manager. The habit 
= Director of Publicity, Ohio ADVERTISING AGE tear our pro-| still persists. 
sh Wesleyan University, Dela- | fession to shreds. | With respect to agency ads’! 
BO ware, O. | Then in the ApvertTisiInc AcE, seeking the services of competent 
e re- es « |for Sept. 10 we turned to an item | copywriters, I have seen few in- 
npion on Page 64 which announced the|deed that did not specify they 
yr the Treasury Helps Papers removal of Arnold & Jackson to} were interested only in applicants | 
furs, * with Victory Loan Ideas ‘larger quarters in the Bankers| with agency experience. | 
mani- To the Editor: We are sending | building, 228 N. LaSalle St. | Over the months I have seen 
string you a copy of a letter that is cur-| We immediately rushed to our| many an advertising idea that ap- 
pur- Product Display Pays rently being mailed to the ad-| release which clearly stated Build-| parently had its inception with an 


To the Editor: Remember when! vertising managers of all news-!ers building and are pleased to| agency man, but which first saw 
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EVEN big loans already have been subscribed by the American 
people, all under the strain and stress and emotion of war. It is a 
different story this time. The war has been won, servicemen are com- 
ing home, war production has ceased, millions are temporarily out of 
work, Yet the money must be raised. Everybody will have to help. It 
will take everything we can say to the people of this country to win 


their support and their dollars for the Victory Loan. Upon advertisers 


and voluntary salesmen rests the responsibility for success of the Vic- 
tory Loan. Let’s all join forces to put over this last big drive which 


begins October 29... and make it the most successful of them all! 


. THE Chamfpuon Vigor AND FIBRE COMPANY...HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeteries . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 


NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND + BOSTON - ST. LOUIS + CINCINNATI « ATLANTA 
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| the light of day in the advertising 

|department of a manufacturer 
distributor or retailer. 

As a case in point I cite the 

| item in the lower right hand cor- 

ner of Page 1 in your issue o 
| Sept. 17, 1945, with respect to the 
campaign for Raleigh cigaret: 
handled by BBDO. I refer to the 
P’s and Q’s theme. 

Our own advertising depart- 
ment used this in an issue o 
1,500,000 circulation in 1936, t 
wit: “Mind Your P’s and Q’: 
when you buy your shoes.” An< 
years ago, we named one of ow 
tennis shoes “Glider.” 

R. L. ZAK, 

Vice-President and Advertis- 

ing Director, Wolfe-Wear-u- 
| well Corporation, Columbus, 

O. 

YY © = 
Debates Government 
Role in Housing 

To the Editor: The story ir) 
your Sept. 17 issue devoting ¢ 
great deal of space to the federal 
agencies’ plans for the new build! 
ing boom prompts me to send you 
some material which our organ) 
ization has prepared on the sub| 
ject. The natural tendency i) 
this country in the last ten year 
has been to give complete credi 
to the government agencies fo) 
everything which is done in thi 
way of building up the expansior 
of business in any field which the 
| government touches. This is no. 
/where better demonstrated thar 
in the housing field where com- 
plete credit is always given t 
|FHA or NHA if things are going 
|to be done. I am writing not be- 
cause we are particularly inter- 
ested in credit but because the 
particular presentation of this 
| point of view certainly gives <¢| 
one-sided picture of what is 


RADIO STATION WOW, IN¢ 
JOHN J. GILLIN; JR., PRESIDENT 
JOHN BLAIR & CO., REPRESENTATIVES 
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necessary to do a full job of using 
the resources of this country for 
the benefit of the greatest num- 
ber Of citizens. 

I am enclosing copy of a news 
release which was sent out im- 
mediately after V-J Day by this 
organization and a still more im- 
portant one to which I am attach- 
ing a summary of the Wagner- 
Ellender housing bill prepared by 
our Washington counsel. This 
housing bill is mentioned in the 
article in your Sept. 17 issue, and 
in your story, as in most press 
comments, you emphasize the part 
of the bill which most people 
think will not work—‘the yield 
insurance plan.” 

It might also be well in the 
process of educating your Wash- 
ington correspondents a bit—and 
this is not said in the spirit of 
criticism because I know 
isn’t any reason why newspaper 


men should know all of the tech-| 


nical details of the subjects they 
write about—if you pass along to 
them a copy of the Chicago Daily 
News editorial of 


Sept. 19. The problem of how to 
make the people of this country 
change their ways and how to 
keep prices from going up when 
business is expanding is one that) 
somebody is going to have to face} 
before we can realize our hous- 
ing expectations. 

My hope in writing you this 
was mainly to round out with a 
little more technical and detailed 
information the impressions which 
you and your writers have of the 
housing problem today. I’m one 
of those who believe that sooner | 
or later we are going to have to | 
have a definite show-down on the | 
control 


fixation which pervades | 
the government and the housing} 
field is one of the places where| 
the show-down will begin. 


there | 


Wednesday, | 


Morton BopFIsH, | 

Executive Vice - President, | 
United States Savings and 

Loan League, Chicago. | 

. > § 

GI Giveaway | 

To the Editor: In view of the| 

Ad-libber’s comment in your Sept. 


24 issue anent the Dayton men’s 
store wiping the slate on all GI 
prewar charge accounts, you will 
undoubtedly be interested in the 
enclosed story from the Sept. 20 
issue of the Chicago Times, which 
tells how our organization has 
wiped off its books all the unpaid 
bills owed us by 700 GIs. 

This action covers all of our 50 
stores in seven states, and in- 
volves a total of about $10,000. 

The idea originally was formu- 
lated to show our appreciation to 
returning veterans, but in its ful- 
fillment has proven to be a very 
successful public relations promo- 
tion. It is sensational in the 
amount of good will it has created 
with the public. 

G. N. SHIELDS, 

Advertising Manager, J & R 

Motor Supply Company, Chi- 

cago. 

v ¥ v 


Arques Some Facts 
in Building Story 

To the Editor: Your article 
“Few Factory-Made Low Cost 


\ 
» 


SEE WHAT A MARKET Sf 


These Little Pigs Make 


. floods ot golden corn. 


on fowa’s lush acres... 
Pat them all together—what do they spell? 


~~... little porkers .. 


Just this: one of the country’s richest URBAN markets .. . 


Top Twenty. 


| 


|a fair-sized closet, 


.. cows and hens thriving 


ranking among the 


Why an wrban market? Because Iowa's agricultural wealth is channeled into 


lowa towns and cities... 


unending tune of lowa’s amazing prosperity. 
And what an urban market! It spends $46,291,000 yearly for drugs and cosmetics 


.. . $253,387,000 for groceries . 


the half of it! 


. - $85,920,000 for clothing... 


into the stores and shops where cash registers ring an 


and that’s not 


The easiest, lowest-cost, most effective way to reach urban Iowa is through the 
Des Moines Register & Tribune. This newspaper reaches urban buyers in every 


nook and corner of Iowa... 


retail dealers as well! 


and, for good measure, throws in the majority of 


Put urban Iowa on your list with the Des Moines Register & Tribune—then let 
urban Iowa put YOU ahead in sales. 


Covered 
by 


Metropolitan lowa- 
THE DES MOINES REGISTER ann TRIBUNE 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolare, Meeker & Co., New York, Chicago, Detroit 


Houses Seen for Postwar’ Sept. 
17 issue, contains a number of in- 
accuracies. 

You quote Practical Builder in 
connection with a survey of 25,000 
lumber and _ building material 
dealers and their plans for han- 
dling electrical appliances. This 
survey was made by Building 
Supply News, a companion pub- 
lication. 

In discussing  prefabrication, 
you lead your readers to believe 
that Goodyear Wingfoot homes, 
selling for much less, are ‘com- 
parable” to $5,000 and up stand- 
ard homes. The Wingfoot home 
is an ingenious machine for liv- 
ing, modeled on the trailer idea. 
Its “bedroom” has tiered bunks, 
its kitchen has about the area of 
other rooms 
are in proportion. Builders do 
not think such cramped living is 


| “comparable” to conventional size 
| rooms, 


A little further on you say, 
“The home builders curiously 
enough appear to favor preas- 
sembled houses as much as they 
disapprove of prefabricated or 
wholly factory-made houses.” We 
do not understand wherein a “pre- 
assembled” house differs from a 
“prefabricated” house. If you 
mean site fabrication as against 
factory prefab we agree that most 
builders prefer the former. 


You say “operator builders, 
who now account for nine-tenths 
of new homes.’ An _ operative 


builder is usually considered one 
who builds homes in fair num- 
bers. In 1940 the Bureau of La- 
bor Statistics surveyed builders 
of one-family homes in 72 cities. 
Of the 47,156 houses built in these 
cities, only 9,655 were erected by 
builders constructing 50 or more 
houses per year. This survey 
was confined to cities only. The 
proportion of homes built by op- 
erative builders drops  precipi- 
tously when all the thousands of 
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small places and farms are con- 
sidered. 

You say also ‘many of the more 
interesting new heating, flooring, 
insulating and_ air - conditioning 
innovations will go into cheape: 
houses only.” This hardly make 
sense. What will happen is thai 
the luxury innovations will 
into the better homes, but ther: 
are just as many interesting idea 
in new equipment and material 
that will go into the cheape 
homes also. 

There are other points on whic! 
your story is not clear, but thes: 
that we have mentioned shouk 
be corrected in order that you: 
readers may have accurate infor- 
mation. 

HERBERT V. KAEPPEL, 

Executive Editor, Practical 

Builder, Chicago. 


Joins National Grange 


Louis H. Wilson, publication: 
editor for the state department 
of agriculture, North Carolina, for 
six years before joining the Navy 
in 1942, has joined the Washing- 
ton staff of the National Grange, 
to direct editorial and public rela- 
tions activities. 


Fuller to New Paper 
Hayes Fuller, formerly with 
Mill & Factory, New York, has 
joined the eastern sales staff of 
Metal-Working Equipment, to be 
published by Sutton Publishing 
Company, New York. The first 
issue of Metal- Working Equip- 
ment will appear in November. 


Export Ads Increase 

A 25% increase in the number 
of advertisers in 37 leading export 
publications is shown for the sec- 
ond quarter of 1945 as compared 
to the first quarter, according to 
“Export Paper’s Advertisers Rec- 
ords,” issued by PIB Special Serv- 
ice Company, New York. The 
listings show a definite trend to- 
ward the use of color pages by 
export advertisers. 


Sales Management Survey of Buying Power, 


May 


1945, estimates the total effective 


buying income in Lawrence at $89,734,000. 
Retail sales approximate $50,686,000. Prod- 
uct minded ... alert... prosperous .. . the 
Capital of the Worsted Textile Industry 


offers a rich market for advertisers. 


Reader 


interest in Lawrence centers in the Eagle- 
Tribune, daily newspaper in 95 out of 100 


homes. 
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Detroit Expects 
to Hit Wartime 
Level of Jobs 


Detroit, Sept. 26.— Employers 
in the Detroit industrial area ex- 
pect to have completed recon- 
version within an average of 3.46 
months and to employ almost as 
many people as on April 1, 1945. 


This information was compiled by 
the Detroit Free Press from a re-| 
port of the Committee for Eco- | 
nomic Development. 

The report covered 7,800 em-| 
ployers of eight or more persons, | 
in Wayne, Oakland and Macomb 


counties, who employed a total 
of 953,052 men and women on 
April 1, 1945. Only 137 of the| 


companies queried expected to)! 
take more than three months to 
reconvert and only 49 of these 
expected to need more than six} 
months. 

Although the companies ex- 
pected to employ 911,285 people 
after reconversion, a drop of 41,- 
767 from the peak, women would 
feel the brunt of the unemploy-| 
ment. In April, 668,925 men and | 
284,127 women were employed, | 
while estimated figures for the! 
post-reconversion period are 706,- | 
865 men and 204,420 women. 

If highly prosperous conditions | 
prevail, however, the companies | 
expect to hire a total of 1,082,757. 
men and women, with an auto-| 
mobile output of approximately 
6,000,000 cars a year. 


Walker to Conduct 


Sacramento Conference 


Gene K. Walker, personnel and 
market consultant, San Francisco, 
will conduct the Sacramento Val-| 
ley conference on selection and | 
training of postwar sales person- | 
nel, to be held for sales directors | 
Oct. 15 to 24 in Sacramento. 

The conference, with meetings | 
scheduled every other day, is spon- | 
sored by the Sacramento Adver- 
tising & Sales Club, with the co-| 
operation of the Sacramento 
Chamber of Commerce and the) 
Committee for Economic Develop- 
ment. 

The Sacramento club also will 
assist in the promotion of the 
Sacramento Philharmonic Or- 
chestra, now being organized, by | 
handling window displays, post- | 
ers and a newspaper advertising | 
program for the 1945-46 season. 


Heads Lester Advertising | 


W. Perry Wells, formerly co-| 
owner of Wells Brothers, Chicago, | 
printer and direct mail advertiser, | 
and with the Army air forces oad 
the past three years, has been ap- | 
pointed director of advertising for 
the five Sacramento, Cal., com- 
panies headed by E. R. Lester, 
automotive dealer. He will direct 
advertising of Lester Motors, Les- 
ter Distributing Company, Lester 
Investment Company, Capital 
Home & Auto Supply Company 
and Capital Aviation Company. 


L-O-F Names Wright 


North A. Wright, formerly as- 
istant to the vice-president in 
‘harge of sales of Libbey-Owens- 
Ford Glass Company, Toledo, has 
een appointed director of public 
‘elations. His duties will include 
‘correlation of the programs of the 
idvertising, publicity, sales pro- 
notion and design departments. | 
Vr. Wright was previously sales | 
romotion and advertising man- 
ger, 


SELLING NEW HAVEN'S 
INDUSTRIAL WORKERS 


The Journal-Courier goes into industrial 
plants by the thousands daily—each copy 
read by many, and passed on from shift 
to shift—each copy working 24 hours daily 
to bring you coverage of today's best- 


spending customers . . . 100,000 readers 
daily! 
x * 


NEW HAVEN, CONN. 


| * * THE 
| JOURNAL-COURIER | 


To Beaumont & Hohman 


Leland Svane, formerly adver- 
tising manager of Wesix Electric 
Heater Company, San Francisco, 
has joined the San Francisco of- 
fice of Beaumont & Hohman, as 
account executive. 


Joins Emerson Radio 


Comdr. Herbert C. Guterman, 
recently with the Navy, has been 
appointed executive assistant to 
the president of Emerson Radio & 
Phonograph Corporation, New 
York. While in service, he was 


head of the electronic components 
group of the Bureau of Aeronau- 
tics production division. Before 
the war, Comdr. Guterman was 
associated with radio and elec- 
trical manufacturers in engineer- 
ing, administrative and merchan- 
dising work. 


Moss Rejoins Publication 


J. W. Moss has returned to his 
former job as managing editor of 
Industrial Equipment News, after 
more than a year’s service with 
the Oak Ridge, Tenn., atomic 
bomb plant. 


Rejoins Erwin, Wasey Three Name Klingensmit] 

Robert S. Beckham has re- | Canton Metal Decorating Com 
joined Erwin, Wasey & Co., New| pany and Bowdil Company, coa 
York, as a director in the media|mining equipment, both of Can 
department after release from|ton, O., and Consolidair, Inc., air 
service as a captain in the Marine|craft parts and accessories, Al 
Corps. R. L. Lenhart, formerly | liance, O., have named the H. M 


with Marschalk & Pratt, has|Klingensmith Company, Canto 
joined Erwin, Wasey’s creative |agency, to handle their advertis 
staff. | ing. 

GIBBONS KNOWS CANADA 


ADVERTISING MERCHANDISING 


J. J. GIB BONS LT D. 


BAY SYRe 


| TORONTO, MONTREAL, WINNIPEG, KEGINA, CALGARY, 


EDMONTON, 


VANCOUVER 


for which please ship, as soon as possible, 


BUSIN 


EVERY wes 
ERE us 
a 


all the trucks you can build .. . 


It’s an order! ...and only one of the mul- 
titude of such orders that are piling up 
behind the dam. The moment the sluice- 


gates are opened 


American business will 


demand motor vehicles, office machines, 
locomotives, steel rails, building materials, 
electric power, lubricants, fuels, chemicals 
—to the beautiful tune of billions. 


Despite the awesome size of this market, 
it can be practically wrapped up in the 
pages of four general business magazines: 


* Wholesale value of all trucks made in 1940. 


ESS MARKET 


Business Week (126,246 circula- 
tion); Fortune (188,918); U. S. 
News (204,927) ; and Nation’s Busi- 
ness (456,640). 

This economical, effective unit will aid 
you in shaping the buying decisions of the 
key men who control this greatest of all 
markets ... the million who buy in billions. 

When competition is at its height again, 
ample space on this four-lane highway to 
big selling will be available. Now is the time 
to plan. 


NATION’S BUSINESS 
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44 
Jewelers Told to = 2'v Joins Luminall 
Turn in Warti ae of Me es eet ae 
urn in artume tising, Chicago, has been ap- 


{pointed director of publicity of 
{the Luminall Paint division of 
27.—In one of National Chemical & Mfg. Com- 
: pany, Chicago. 


Elgin Products 


Chicago, Sept. 
he first moves to clear the decks | 
‘or postwar merchandise and i 7 

‘onsolidate its position with eal | Durstine Appointed 

rs, Elgin American, Elgin, Ill.,| Victor Electric Products, Cin- 
aaker of compacts and cigaret | cinnati, has appointed Roy S. Dur- 
vases, has advised all dealers that/stine, Inc., to handle advertising 
‘hey may return all war-made|°f Victron fans and other elec- 


teel compacts and cigaret cases|‘t™i¢al products. 


Lloyd's Gin Uses 


$40,000 Campaign 
to Herald Return 


New York, Sept. 25—A new 
campaign on behalf of Lloyd’s 
London dry gin was launched this 
week by Julius Wile Sons Com- 
pany in metropolitan newspapers. 
Large space insertions in six New 
York newspapers are telling of the 
gin’s return to the market, and the 


|company expects to spend $40,000 | 
| “It’s 


on the campaign between now and 
December. 

Advertising will run three times 
monthly from now until the end 


|of the year in newspapers, and 


additional space will be used in 
four business papers, including 
Liquor Store & Dispenser and 
Wine & Liquor Retailer. Schedules 
have not yet been set, but it is 
expected that six national maga- 
zines will be used in December for 
the final ad of the year. 
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Advertising Age, October 1, 1945 
Advertisements are captioned 
back again” and copy says, 
“Lloyd’s London dry gin has been 
‘on leave’ since the war began 
because we wouldn’t compromiss« 
the quality of this famous gin 
during unpredictable wartime con- 
ditions. Ingredients that meet 
Lloyd’s high standards are now 
available and once again you may 
call for Lloyd’s, the very best in 
gin.” 

R. D. Northrop Company, Bos- 
ton, is the agency handling the 
account. 


or full credit against future pur- 
hases of new products made of | 
aetals which have been released | 
or civilian use. 
In a letter signed by Allen B. 
Kellman, president, the company | 
hade the offer without strings, | 
Isking merely that returns be) 
Gade not later than Nov. 1, 1945, | 
Ind explaining that used mer-| 
Thandise was not included. | 
1“To meet trade demand for | 
‘hetal compacts and cigaret cases | 
{uring wartime restrictions and 
4hortages of sterling silver and 
‘opper alloy, it was necessary to} 
se steel as the base metal for a 
ited quantity of Elgin Ameri- 
apn production,” the letter said. 


High Standards Maintained 


| “This offer is in no way an 
s;pology for the craftsmanship or 
ityling of our wartime products, 
jince despite manufacturing limi- 
ations occasioned by huge mili- 
ary commitments we have stead- 
‘astly maintained the high stand- 
irds of quality and beauty which 
nake Elgin American products 
he measure of comparison. 

“However, as good as this steel 
nerchandise was during the 
»mergency and saleable as it may 
ye at this time, we desire Elgin 
American customers to enjoy 
2very possible competitive selling 
advantage. We are not satisfied 
«© impose upon you any longer 
shan necessary the sale of mer- 
thandise that does not meet in 
avery detail the high standard of 
Elgin American quality.” 

The same message will appear 
n full pages in October issues of 
eading business papers, through 
Weiss & Geller, the Elgin Ameri- 
ran agency. 


Smith Named Lupton V.P. 


Harry W. Smith Jr., formerly 
advertising and sales promotion 
manager of Selas Corporation of 
America, Philadelphia, has been 
appointed vice-president of John 
Vather Lupton Company, New 
York, where he will work on in- 
justrial publishing, metallurgical 
ind chemical engineering = ac- | 
sounts. 


Beck Names Goldberg | 


Milton Goldberg, formerly mer- | 
*handiser of a group of depart- | 
nents of Lane Bryant Company, | 
New York, has been elected vice- | 
resident in charge of merchan- 
lising of A. S. Beck Shoe Cor- 
yoration, New York. 
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ST POWERFUL 


THE IRON 


AGE « HARDWARE AGE e« 


Confiscatory taxation of Industry and 
individuals is bound to have the same 
drastic effect as did the application 
of the axe to the neck of the goose 
that laid the golden eggs! It's bound 
to kill initiative and dry up the sources 
of "venture money" that must be 
available to provide real postwar 
jobs. It's bound to eliminate the in- 
centive for investors, large or small, to 
risk their savings in new enterprises 
that would create more: jobs and 


DEPARTMENT STORE ECONOMIST ¢ BOOT AND SHOE RECORDER «+ 


greater opportunities. 


THE OP7TiCAI! 
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Biggest Sales Job 
Ahead, Roth Says 


Milwaukee, Sept. 26.—If there 
we going to be 60,000,000 jobs in 
ostwar America there will have 
to be more selling per salesman 
han ever before, Charles B. 
Roth, Denver advertising and 
nechandizing counselor, told a 
alesman refresher clinic held 
1ere recently. 

The humanities of selling must 


a 


be relearned and practiced, he told 
the clinic sponsored by the trade 
promotion committee of the Mil- 
waukee Association of Commerce. 
He said business men face a 
breakdown of their selling ma- 
chinery for two major reasons. 


Salesmanship ‘Nonexistent’ 


“We have had four years of 
inactivity,” he said. “It has been 
a seller’s market in which sales- 
manship has been nonexistent. 
Salesmanship is like any other 


art—it has to be practiced con-|a 


tinuously. The second reason is;should not be bound by precon- 

that the majority of our young} ceived ideas but should go ahead 

or youngish salesmen have been|and do the best job of selling 

taken into the armed forces, have|that has ever been done in 

been taught different skills, and| Arnerica. 

have forgotten the skills they! 

had.” 
Roth declared that what is 


Christensen Joins Agency 


needed is more “grass roots sell-| James A. Christensen, formerly 
ing” based on “the underlying, . gooey ba sar ae a 
fundamental and never changing |@S_Dbeen appointed radio director 
principles of human nature that|°f Wolfe-Jickling-Dow & Conkey, 
cat, peopie to bay” cle gaan lei egg 

i cer a . has 
Although the past is useful as| joined the agency as Mr. Chris- 
guide, Roth said, salesmen|tensen’s assistant. 


goose f 


We, at Chilton, while recognizing the soundness of high taxes to 
help defray the cost of the war, so as to lighten somewhat the 


burden on future generations, feel that right now is the time to 
start to overhaul our tax laws . . . the time to plan a tax program 
that will ease the reconversion to a peace time economy, and 
foster initiative and enterprise. We are happy to note that 
some preliminary steps have been taken in the right direction. 


CHILTON COMPANY (inc.) 
Chestnut and 56th Sts., Philadelphia 39, Pa. 


100 East 42nd Street, New York 17, N. Y. 


Chilton sources and influence are 
world-wide. Together with an- 
other publisher Chilton Company 
(Inc.) has an equal interest in 
Business Publishers International 
Corp., publishing THE AMERICAN 
AUTOMOBILE (Overseas Edition); 
EL AUTOMOVIL AMERICANO; 
INGENIERIA INTERNACIONAL 
INDUSTRIA; INGENIERIA INTER- 
NACIONAL CONSTRUCCION: 
and EL FARMACEUTICO. 
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French Ad Firms 
Fight Reopenings 
by U.S. Agencies 


Paris, Sept. 18. M. de Plas 
president of the French Advertis 
ing Federation, in talks with a 
least two U. S. agency officials 
has reasserted his opposition t 
reestablishment of activities here 
by American advertising agencie: 
or other foreign agencies (AA 
April 23). 

Efforts of French agencies t 
prevent American agencies from 
handling accounts here or in the 
| U. S. for French firms will be 
| first tested, it appears, by present 
|plans of Hugh A. Mitchell, with 
McCann-Erickson, to reopen of- 
fices here. 
| Both McCann-Erickson and Er- 
| win, Wasey & Co., which also 
_maintained a branch here before 
| the war, currently are surveying 
| prospects for operations in France| 
Dorland International has alsd 
announced resumption of activity 
here. 

French agencies currently are) 
also trying to obtain government! 
action to limit advertising activi-| 
ties of the Havas Agency. The 
agency group maintains that its 
members can give better service 
to advertisers throughout France 
than Havas can through its loca) 
news offices. The attack on Havas 
has been joined by the newspa- 
pers, through the Federation Na- 
tional de la Presse Francaise 
which demand that Havas be na- 
tionalized or become in part the 
property of the federation. The 
newspapers propose that Havas 
activities be restricted to handling 
little else than advertising for 
the French government. | 

Havas currently is handling the 
provisional government’s nationa)) 
savings campaign. 

There has been no let-up in 
rules governing advertising o1 
publishing here because of the 
continued paper shortage. Thirty- 
three newspapers are now dis- 
tributed in Paris. The news- 
paper federation plans to publish 
Presse de France, fortnightly de- 
voted to the newspaper trade. 


Admiral Names Conklin 


Harold D. Conklin, manager of 
the electric range division of Ad- 
miral Corporation, Chicago, has 
been appointed manager of the 
appliances division. 


EVEN AN ADVERTISING 
MAN WANTS A HOME OF 


Regardless of whether YOUR 
“dream home” is a cozy cottage o1 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the. 
minute. 


Its 32 pages, profusely illustrated. 
are packed full of home planning 
and new equipment ideas. 

Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
eight easy-to-read chapters the 
trends and possibilities of a much 
discussed industry. Covering every 
subject from financing to solar 
heating, it therefore can be used as 
a textbook on building industry 
nomenclature. 


Send for your copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chicago 5S 
at 25¢ I can't lose—Send me “How To 


Plan The Home You Want.” (A) 
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Vining to Westinghouse 


Vernon E. Vining, consultant, 
thor and speaker in the electric 


ppliance field, has been appoint- | 


d merchandise consultant of the 
ppliance division of Westing- 
touse Electric Corporation, Mans- 


ield, O. He will consult with the | 


company on. all 
idvertising, sales 
‘ales training activities. During 
ihe war, Mr. Vining worked as a 
‘onsultant to the U. S. Treasury 
n the sale of war bonds. 


Varina Heads § Sales 


| M. V. Farina has been ap- 
Jointed sales manager of Ehrman 
Bros., Horn & Co., importer and 
wholesaler of wine and _ liquor, 
San Francisco. He has been with 
the firm since 1936. 


merchandising, 


promotion and |} 


= nn NTT 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 linois 


Business Bureaus 
Revise Retail Ad, 
Selling Guide 


| Cleveland, Sept. 25.— The Na- 
tional Association of Better Busi- 
ness Bureaus has published the 
third edition of “‘A Guide for Re- 
tail Advertising and Selling,” first 
issued in 1932 and revised in 1938. 
The 138-page book treats on 908 
| subjects of interest to manufac- 
turers, buyers and, particularly, 
advertising men and women; de- 
fines 2,000 retail advertising terms, 
and contains up-to-date explana- 
tions of Federal Trade Commis- 
sion and other government rul- 
ings on ad copy. 

Part I of the book contains 
nearly 50 pages on general rules 
relating to abuses of advertising 
in copy on prices, material con- 
tent, trade names and_ trade- 
marks, size ranges, etc. Part II 


| contains specific recommendations 


| regarding such individual mer- 
|chandise groups as furniture, 


fo NE ah hak: 


hosiery, men’s clothing, tires, etc. 

An introduction asserts that the 
“guide is one of the most forceful 
demonstrations of the value and 
effectiveness of voluntary  self- 
regulation of private enterprise.” 
Material in the book, including 
revisions of earlier data or infor- 
mation about new products, was 
compiled by the association’s 
guide revision committee, a per- 
manent unit headed by E. W. Gal- 
lagher, assistant manager, Boston 
Better Business Bureau. 

Copies of the guide may be ob- 
tained for $1 each from local bu- 


reaus, or from the association at 
308 Frederick building, Cleve- 
land 15. 


KSFO Names Three 


KSFO, San Francisco, Associ- 
ated Broadcasting outlet, has ap- 
pointed John Henry Schacht, sales 
manager; John Gordon Campbell, 
sales representative, and David C. 
Spender, director of public rela- 
tions. Mr. Spencer will serve in 
the same capacity for Universal 
Broadcasting Company, San Fran- 
cisco and Los Angeles. 


Te farm south and 


outhern Agriculturist . 


hings we ask you to think about. 


s natural combination 


a as 
‘oday both this market and this farm maga- 
ine reflect a new vitality 
T 
' 
Read by more 
than 900,000 ' 
southern farm i 
families f 
NASHVILLE 
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‘he farm south and Southern Agriculturist . . 
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- & new 


and Think About this Market 
...and this Farm Magazine 


are the two 


tance to people who make things to sell. 


The 


market is better than ever before and steadily 


improving. And look at Southern Agriculturist. 


Its authoritative pages reveal its heightened 


and eggs. advertisers. 


impor- 
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its broadened value to 


Bear these points in mind as you make your 


advertising and selling plans. 


y 


P 


sateen 


NEW YORK @ CHICAGO @ _ DETROIT 


Nebraska Court 
Cancels 1942-45 
Lease for WOW 


Omaha, Sept. 25.—The Ne- 
braska Supreme Court has can- 
celed the lease under which Radio 
Station WOW, Inc., has operated 
WOW ssince 1942, although the 
U. S. Supreme Court has held that 
the lease should not be canceled 
until the FCC approves a new 
lease arrangement. 

Woodmen of the World Life In- 
surance Society earlier this month 
entered into a new agreement 
with WOW’s lessee, under which 
the society will receive an annual 
rental of $120,000 for 25 years, 
substantially more than it for- 
merly received. The FCC has yet 
to rule on the arrangement. The 
high court had held that higher 
rentals should be paid (AA, 
Sept. 17). 

The Nebraska court maintained 
that the Supreme Court’s ruling 
“encroached” on the state court’s 
autonomy so far as the date for 
canceling the old lease is in- 
volved. Counsel for the lessee as- 
sert here that the state court’s 
order will result in an accounting 
of all WOW revenues under the 
old lease and that all revenues, 
less operating costs, must be paid 
to the society. 


Olin Adds Export Division 

Olin Industries, Inc., has estab- 
lished an export division to 
handle foreign business of its 
manufacturing divisions and sub- 
sidiaries. Oliver E. Nelson, for- 
mer export manager of the Win- 
chester Repeating Arms Company 
division of Olin, has been ap- 
pointed general manager of the 
new organization and headquart- 
ers will be maintained at the Win- 
chester home office in New Haven, 
Conn. 


Heads Fairchild Unit 


Joseph Tiritter has been ap- 
pointed manager of the service 
and promotion department of 
Fairchild Publications, New York, 
recently consolidated to handle all 


Advertising Age, October 1, 1945 


Fram Ups Budget 
in 4,130 Papers 
and Magazines 


Providence, R. I., Sept. 26— 
Fram Corporation has set aside 
“several hundred thousand dol- 
lars” for a campaign to run until] 
January promoting its oil and 
motor cleaner. Extensive news- 
paper advertising will be supple- 
mented by a stepped-up campaign 
in national magazines, national! 
farm magazines and business pub- 
lications. 

Copy of 420 lines has _ been 
scheduled for insertion every two 
weeks in 1,599 dailies of 1,384 
cities, and nine 280-line advertise- 
ments have been scheduled to 
appear two weeks apart in 2,531 
weeklies. 

Copy, through Van Sant, Dug- 
dale & Co., Baltimore, urges mo- 
torists to “save costly auto re- 
pairs, find out .. . how’s your oil 
filter?” It suggests a stop at serv- 
ice stations for the ‘“30-Second 
Fram Dipstick Test’? to discover 
that if motor oil is dirty “you'll 
know you need a Fram oil filter, 
or a new Fram replacement cart- 
ridge for your present filter.” 

The magazine campaign opened 
with full-page copy in The Satur- 
day Evening Post, and the busi- 
ness paper drive involves addi- 
tional pages and spreads in auto- 
motive, farm trade, fleet and bus, 
and original equipment papers. 


Ad Federation Adds Six 


The following have joined the 
Advertising Federation of Amer- 
ica: Brewing Corporation of 
America, Cleveland; B. C. Forbes 
Publishing Company, New York; 
Newspaper Printing Corporation, 
Tulsa; Hill Advertising, New 
York; the News-Star and Morning 
World, Monroe, La., and Ad Fried 
Advertising Agency, Oakland, Cal. 


Joins Highway Users 
Louis E. Mesam, after three 

years in public relations work 

with the Army service forces, has 


advertising. Bram Freeland con-|joined National Highway Users 
tinues as advertising copy chief |Conference, Washington, as pub- 
on advertising accounts. llic information director. 
Monsen provides a 
streamlined, non-stop 
typesetting service 
that helps ad men 
meet “impossible” 
deadlines ... 
oath 
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He invented a miracle and called it 


EKlijahs Manna 


It’s a miracle because it was such an unknown little 
food product to begin with, and it helped found the 
huge dry cereal industry that has changed every- 
body’s breakfast habits. 


It was called Elijah’s Manna because Charles 
William Post was a pretty religious man. 


As a young fellow, he traveled around selling 
hardware and inventing things like mechanical 
pianos. His hard work affected his health so much 
that at forty he had to go to asanitarium at Battle 
Creek, Michigan, a notable health resort where 
everybody seemed interested in the importance of 
foods to health. There Post started to experiment 
with some ideas of his own. 


By 1895 he had invented Postum. Next came a 
wheat and barley cereal with a nutty taste—Grape 
Nuts. And by 1904, Post had created some corn 
flakes and called the product Elijah’s Manna. It 
was the parent of the Post Toasties you may have 
for breakfast tomorrow. 


Post believed in advertising. He used it exten- 
sively. Even as early as 1902, Post’s advertising, 


with its famous “‘There’s a Reason’”’ slogan, was 
helping start the tremendous growth which changed 
his original barn workshop into the General Foods 
Corporation. 


Advertising helped create huge demand for 
Post’s products. It helped make their mass pro- 
duction a “must.” It helped improve them con- 
stantly, and make them live up to the quality that 
it taught people to expect and to need. 


And Post’s advertising—all the dry cereal adver- 
tising—has helped make people like breakfast 
better. It has helped break up old breakfast cus- 
toms. It has helped put interesting new variety 
into that important meal. It has helped bring all of 
us new nourishment. It has done a good job for 
good health. 


Service and savings, both of them, come from 
brand advertising. You know how it serves—you 
can see how it saves, when you remember that 
nationally advertised refrigerators averaged $310 
once—$130 fourteen years later. Adhesive tape 
cost 35 f in World War I—10¢ in this war. A 
nationally advertised can of soup, once 25¢, sells 
for a dime now—and it’s better soup! 


Convenience, comfort, economy are babies of 
brand advertising. It certainly benefits you. 


$625 in 1925, but $299 in 1941 


sixteen years before the war. 


It happened to TIMKEN 


Timken was doing some pioneering promotion wher 
it advertised the oil burner (illustrated at left) for 
$625 in 1925. A big job faced Timken and the 


created a huge demand, and the resulting mass 
production cut the cost of oil burners 52°; in 


FREE REPRINTS OF THESE STORIES OF ‘“WHY AMERICA’S GREAT” 
This series of newspaper and magazine advertisements is 
offered as a public service by Fawcett Publications, Inc 


’ 


other makers of brand-advertised foil burners c <a : - rs 
4 é S Ter 9 - > + » -e proo!s 
back then: they had to buck entrenched habits, 295 Madison Avenue, New York 17, N.Y. Write for free proofs. 
had to sell people on the idea of using ‘‘new- 
fangled”’ oil burners. They succeeded, they 


FAWCETT PUBLICATIONS, INC. 


WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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/Fewer Gov't Ads 
\Used in Britain 


c London, Sept. 21.—Despite a 
"substantial drop in advertising 
\Gponsored by various government 
“agencies, total newspaper display | 
yady ertising in the second — 
of 1945 remained substantially . 
same as a year ago, the Statietical | 
nReview reports. 

hy Total expenditures for display 
space in the second quarter of °45 
eee £3,661,342 (about $14,645,- 
000), compared with £3,669,661 in 
‘ the same period of °44 and £3,- 
E379,255 in the second quarter 
“period of °43. 

> Government advertising in the 
_same quarters amounted to £374,- 


| S&T.<«83 «8 SE F* Ft 


MISSOURIS, MARKET 


ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


| 034 in °45; £468,140 in °44 and 
| £462,700 in ’43. Greatest reduc- 
‘tions in government drives have 
been on war savings advertising, 
manpower conservation, fuel and 
power conservation, and agricul- 
ture advertising. 


| SHELVE AD BILL 


London, Sept. 21.—An overflow 
of “government business” in Par- 
liament has again postponed con- 
sideration of a bill designed to 
prohibit sale of space on airplanes 
or ocean-going ships for advertis- 
ing purposes. 

The bill is sponsored by Sir 
Alan Herbert, and has_ been 
pending in Parliament since its 
introduction in 1938. 


LACE DRIVE PLANNED 


London, Sept. 21.—L. S. Pente- 
cost, president, Federation of Lace 
& Embroidery Employers’ Asso- 
ciation, has revealed that the as- 
sociation plans an extensive ad- 
vertising campaign to promote 
sales of lace made by British 
firms. 


Production Group to Meet 


The production division of 
American Management Associa- 
tion will hold its autumn confer- 
ence Oct. 29-30 at the Palmer 
House, Chicago. Topics scheduled 
for discussion are production poli- 
cies and processes, employe and 
supervisory compensation and 
cost* controls. 


Whitehead to Ridgway 

L. E. Whitehead, formerly edi- 
tor of plant publications of Amer- 
torp Corporation, St. Louis, has 
joined the Ridgway Company, St. 
Louis, as account executive. 


Set Exposition Dates 


The Women’s International Ex- 
position will be held at Madison 
Square Garden, New York, Nov. 
13-18. On Dec. 1 to 8, a new 
products show will be held in the 
Garden. 


Filmack to Dennison 


Filmack Trailer Company, Chi- 
cago, has placed its account with 
Craig E. Dennison Advertising 


Agency, Chicago. Trade publica- 


‘tions and direct mail are planned. 
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The Independent is first 


in Retail Drug Lineage. « The Independent is first in Classified Advertising. 
* The Independent is read in more homes in the Pasadena Area than all other 
newspapers, including the four Los Angeles dailies. « The Independent is a 
member of both INS and UP. « The Independent is published four days per 
week and will soon announce additional publishing days. «...so in this rich 
market, with double the national average buying power, today’s buy is the — 
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Quaker Promoting 
Muffets in East 


Chicago, Sept. 25.—Quaker Oats 
Company has started a newspaper 
campaign in cities in the Phila- 
delphia and Pittsburgh areas to 
extend its market for Muffets, 
round shredded wheat biscuit 
which is promoted in various mar- 
ket areas as supplies and sales 
warrant. 

Similar drives will be renewed 
in other areas later as further 
supplies of the cereal becomes 
available. In Harrisburg, Pa., 
currently, ads are headed, “Hur- 
ray Harrisburg! MHere’s a new 
cereal treat that tastes so good it 
can’t be beat.” It is the first at- 
tempt to open the market in that 
city, although Quaker has sold 
Muffets in various cities for 10 
years and more. 

Sherman K. Ellis & Co. handles 
the account. 


To ‘Newark News’ Radio 


Otis P. Williams has been ap- 
pointed manager of radio opera- 
tions by the Newark News, which 


recently purchased WBYN, 
_ Brooklyn. Mr. Williams has been 
|a sales executive with WOR, New 
York, and Mutual Broadcasting 
|'System for 11 years. 


| 
‘Van Arsdale to Hopper 


Advertising Age, October 1, 194: 


1,350 Druggists 
Hold September 
Large Size Sale 


New York, Sept. 25.— Thirtee 
hundred and fifty independen;: 
druggists in the New York, Hart- 
ford, New Haven and Bridgepo: 
Conn., and Boston areas th 
month are staging a large size 
sale, using the point-of-sale me: - 
chandising service of Fair Trade 
Merchandising, New York. 

Promotion by Fair Trade fc 
the sale has included mailings «©! 
about 140,000 broadsides to cus- 
tomers of the stores, and poste) 
and display pieces. Druggists have 
been urged by Fair Trade to buil: 
their volume by selling the large: 
size packages of various nation- 
ally advertised lotions, shaving 
creams and other items. Window 
displays prepared by Fair Trade 
are being used throughout the 
month. 

Tied in with the large size sale 
promotion has been promotion of 
early purchase of gifts for over- 
seas servicemen, 


Named Beauty Editor 


Mary Jane Fulton, assistant + 
Antoinette Donnelly of the New 
York Daily News for the past 
eight years, has been appointed 
beauty editor of the Macfadde: 


Women’s Group. 


| J. R. Van Arsdale, with Mc- | 


| Graw-Hill Publishing Company, | 
|New York, for the past 15 years, 
has joined the Schuyler Hopper 
Company, New York agency, as 
group account manager. Before 
joining McGraw-Hill, he _ con- 
ducted a mail order advertising 
business, and was previously ad- 
vertising manager of John Royle 
& Sons, Paterson, N. J., equipment 
manufacturer. 


| ‘Moffats Names Leslie 


Ivor M. Leslie has been ap- 
pointed manager of the radiv 
manufacturing division of Moffat 
Ltd., Weston, Ont., which manu- 
factures Crosley radios and radio- 
phonographs in Canada under 2a: 
arrangement with Crosley Cor- 


poration, Cincinnati. 


SUNDAY 
TELEGRAM 
FEATURE PARADE SECTION 


Feature Parade holds the intense interest of its 90,000 


of the Worcester Sunday Telegram teems with local interest 


| 
| readers each Sunday. And with good reason. This magazine 


—local stories about local people and local events, some 
full length articles, others short paragraphs. Reading habits 
| therefore follow the Continuing Newspaper Study pattern— 

thorough and constant readership of all things local. A civic 
| undertaking which is “feature paraded” gets action. Articles 
about outstanding Worcester citizens return a flood of 

comment direct to the subjects. The availability of full color 
in a medium thus filled with local color, all in a major 


market, is a paying medium in the opinion of scores of 


current advertisers. 
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Singer Will Use 
Product Copy 


for lst Machines 


~~ New York, Sept. 27.—Singer 
Sewing Machine Company, whose 
T\- Bnational advertising during the 
war has featured the services of 
Singer sewing centers throughout 
the country, will return to prod- 
uct copy in November for the 


- first time in four years. 

: The cOmpany announced this 
'cr Bweek that sewing machines for 
> “' Bi onsumer use are now in produc- 
‘US- Hition and will be ready for dis- 
ter ribution by the end of Novem- 
aaa ver. Singer warns, however, that 


the entire consumer demand can’t 
‘Sl Be filled immediately, but “by 
concentrating on a_ half-dozen 
basic models and expanding pro- 


dow duction schedules as rapidly as 

race Be-arrangement of plant and 

the § availability of materials will per- 

mit, it is hoped to reach 1941 out- 

sale Bout levels by next spring.” Singer 

n Of # hormally makes 3,000 varieties for 
ver- both home and factory use. 
To Add Magazines 

Magazines are the chief Singer 

medium, plus local newspaper 

it tuffcopy promoting the nationwide 

New§chain of 2,000 sewing centers. 


Past B Life, Look and Seventeen will be 
ide, ¥2dded to Singer’s current list of 
“general women’s and educational 
magazines, the total to reach 18 

early this winter. Schedules for 

1946 will be further expanded, 


Singer expects, when product 
aP-Bcopy is possible for the many 
oom kinds of Singer sewing machines 
‘anu. 2S Well as vacuum cleaners. Young 
adio-@ * Rubicam is the agency. 
oy al New models will be distributed 
Cor-J exclusively through sewing cen- 


ters in line with the prewar mer- 
___.§chandising policy. Advance reg- 
istration for the new machines 
shows a peak demand, Singer re- 
ports, from “thousands of women” 
re-interested in home _ sewing 
through Red Cross and other war- 
time organizations, wartime brides 
delaying home furnishing plans, 
and women who have become 
acquainted with sewing machines 
through industrial jobs. 


British Export Ad 
Unit Names Chief 


London, Sept. 15.—Sinclair 
Wood, formerly with F. B. Pritch- 
ard, Wood & Partners Ltd., has 
been named managing director for 
the British Export Trade Adver- 
tising Corporation, an organization 
being formed jointly by advertising 
men and manufacturers to promote 
development and restoration of 
British export trade. 

The organization has taken steps 
to register as a limited company 
with a capitalization of about 
$200,000. 

Mr. Wood is a fellow of the 
Institute of Incorporated Practi- 


) tioners in Advertising. He served 
> juring the war as assistant director 
' if organization in the Air Ministry. 
. Chicago Publicists Elect 
? Robert E. Borden, news service 
_ nanager of the Commonwealth 
. Edison Company, has been elected 
president of the Publicity Club 
S Chicago. Other officers are: | 


f Mildred Bruder, Chicago Public | 
L brary, 1st vice-president; Dan | 


or lnompson, National Safety Coun- 
, 2nd vice-president; Julian E. 
Natalie 


of ‘e-president; Cherry, 


Newspapers Get 
First G-E Lamp 
Ads Since 1940 


Cleveland, Sept. 27—“G-E 
lamps are back again” is the good 
news given consumers this week 
in the fall newspaper campaign 
launched by General Electric Com- 
pany’s lamp department—marking 
its first use of newspaper selling 
copy since 1940. 


The division will use almost 200 
newspapers in 115 cities, with ads 
varying from 380 to 700 lines and 
four or five insertions scheduled 
per paper. These ads will con- 
tinue into the first week of No- 
vember. 

The “back again” theme in 
newspapers ties in closely with 
the department’s current color ad- 
vertising in leading national mag- 
azines, as well as with displays 
for dealers’ stores and suggested 
ads for dealers and electric serv- 


ice companies. The campaign 
is outlined in a presentation being 
sent out to G-E salesmen for their 
use with utilities and wholesale 
customers. Low prices of the dif- 
ferent types and sizes are empha- 
sized, as well as the fact that the 
constant aim of G-E lamp research 
is to make lamps “stay brighter 
longer.” 

The lamp department is uncer- 
tain now whether its magazine list 
will be expanded this fall, but it is 
employing more color in this me- 
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dium to announce the availability 
of G-E bulbs. 

G-E also is promoting bulb sales 
on its NBC network show, “Hour 
of Charm,” and via spot radio an- 
nouncements in 17 key cities. 

Foster & Davies is the agency. 


Beverage Papers to Meet 


Members of Beverage Publica- 
tions of America will hold a four- 
day meeting beginning Oct. 6 at 
the Waldorf-Astoria Hotel, New 
York. 
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FLASH! Through Yankee's 23 

“home-town" stations, your sales 

_ message reaches every nook and 

7/47 corner of this rich New England area. 
Wy, It's EFFECTIVE . . . it's COMPLETE 
yf ... it's locally-accepted. 


“iff 
y Mf EFFECTIVE Coverage — in a fertile 
// territory where people have above- 
the-average money to spend. 


EFFECTIVE Coverage — because 
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Jackson, Arnold & Jackson, 3rd | 
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S ATOMIC POWER . .- 


SSX 


Yankee's local stations enjoy the 
confidence of their own community 


EFFECTIVE Coverage — not borr 
over night, but built through « 
quarter-century of service . . . of win 
ning friendship . . . of gaining con 
fidence — until today Yankee offer: 
you the most EFFECTIVE, most re 
sponsive ‘home-town'' coverage 0 
all New England. 


rbeceptance ta THE YANKEE NETWORK'S Foundation 


Wrisley Toiletries, secretary, and | 


Fred G. Heuchling, Chicago Park | 


District, treasurer. 


KSL Issues Booklet 


KSL, Salt Lake City, has issued | 
a new booklet, “It’s the Bounce | 


fiat Counts,” describing its new 
type broadcasting studio with 
‘olyacoustics.” 


The studio’s| 


| 21 BROOKLINE AVENUE, BOSTON 15, MASS. 


hard, smooth walls reflect sound, | 
out curves in the walls control the | 


ounce” for a clearer and more 
Xilliant tone. 


THE YANKEE NETWORK, nc. 


Member of the Mutual Broadcasting System 
Represented Nationally by EDWARD PETRY & CO., INC. 
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50 
Club to Hear Retailers 


The Merchants’ & Buyers’ Club, 
Chicago, will meet in the Mer- 
chandise Mart Oct. 2, to hear 
leading executives in retailing 
| and related fields lead an open 
forum on merchandising prob- 
lems. The meeting is sponsored 
by C. L. Quaintance & Co., repre- 
senting men’s apparel lines in the 
; Mart. 


' Plan Safety Drive 


Capt. A. Richardson, Royal So- 
' ciety for the Prevention of Acci- 
dents, stated in Bournemouth, 
| England, recently that the British 
. government plans to “spend a 
| huge amount in the national and 
local press” to promote safe driv- 


THE SYNDICATE THAT SPECIALIZES 
in COLOR PHOTOGRAPHY 
Any assignment outdoor or studio. The 
largest kodachrome file for all illustrative 
purposes. Name _ photographers only. 
Airmail service. 
THE SHOSTAL PRESS AGENCY 

545 FIFTH AVENUE Tel.: VA 6-5656 


Future Course of 
Standards Bureau 
Stirs Suspicion 


Specifications for 
Consumer Goods 


Seen as Possibility 


Washington, Sept. 27.—Long- 
smouldering speculation over the 
possibilities that Commerce Secre- 
tary Henry Wallace may use the 
bureau of standards to write spe- 
cifications for consumer as well as 
industrial users flared anew this 
week with discussion of the bu- 
reau’s assigned role in the pro- 
posed reorganization of the de- 
partment. 

The official announcement of re- 
organization, plans calls for “vig- 


orous promotion of existing com- 
mercial standardization work to 
increase the efficiency of industrial 
and distributive processes.” It 
also has a lot to say about research 
assistance to individual businesses 
with technical problems, and “gen- 
eral research on widespread indus- 
trial problems.” 


Leaves Door Open 


At his press conference last 
week, Mr. Wallace was asked spe- 
cifically whether the bureau would 
promulgate standards useful to 
consumers. His answer was “you 
can be sure we will have the con- 
sumer in mind.” 

He was also asked what he 
thought of the “certification plan” 
under which the bureau could is- 
sue a “seal of approval” for prod- 
ucts meeting minimum quality 
standards. He felt “certification 
was an obtuse problem involving 
more than appears on the surface. 
Surely manufacturers would be 
unwilling merely to meet mini- 


mum standards.” 


NEW YORK 17, N. Y. 


DADDY, 


IS THERE 


AN ELKS LODGE 
IN EVERY CITY? 


No, son, there isn’t. There are some 1400 Elks Lodges all 
over America, and they cover every State in the Union. 


But, interestingly enough, the Elks aren’t concentrated in 
the largest cities. Sure, there are Elks Lodges in New York, 
Chicago, Philadelphia, Boston, Detroit and the other big 
cities, but the Elk influence in local business, civic and social 
life is much, much greater in the smaller cities and towns 


of the Nation. 


For example, two-thirds of 


all Elks Lodges are found 


in cities of 5,000 to 100,000 population. 


x * 


* 


To reach down into these smaller cities for Men of In- 


fluence, you need The Elks Magazine. When you talk to 


the Elks — you’re talking to men who matter in America. 
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Neither of these answers, it was 
felt here, closed the door to an ac- 
tive role by the bureau of stand- 
ards in establishing distinctive 
marks which could be used on la- 
bels or packages as a quality guar- 
antee for consumers. On the con- 
trary, they left the impression 
that the Commerce _ Secretary 
wished to leave his hands free to 
await further developments on 
these subjects. 


Repudiates Committee Findings 


Despite the outline of future 
plans for the bureau of standards 
to assist business men with their 
research problems, and to promote 
standards useful in business deal- 
ings, details of the bureau pro- 
gram have yet to be determined, 
it is believed. 

The program announced by Mr. 
Wallace was nevertheless an ob- 
vious repudiation of the recom- 
mendations submitted last June by 
the “policy committee on stand- 
ards,” composed of top business 
and industrial leaders, headed by 
Charles E. Wilson, president of 
General Electric. 

The program outlined by the 
business leaders enthusiastically 
endorsed consumer standards as a 
progressive step in merchandising, 
but contended that actual promul- 
gation of standards could best be 
left to “a disinterested private 
agency,” with the government as- 
sisting by developing technical 
pcounsel useful in the work. 


Would Pare Functions 


Stating flatly that “the depart- 
ment should abstain from promot- 
ing new standards on its own ini- 
tiative and should avoid any at- 
tempt itself to compete as a na- 
tional clearing house,’ the com- 
mittee proposed that the bureau of 
standards continue to work on 
“physical data for standards to be 
used by various public interest 
bodies.” 

Since the bureau of standards 
has long been active in promulgat- 
ing standards directly useful to 
industry, the recommendation of 
the business men was viewed here 
as a move to pare down its func- 
tions, rather than to increase them 
as Mr. Wallace suggests. 


: Work to Be Limited 


“The true functions of the na- 
tional bureau of standards in con- 
nection with standardization 
should be those of basic research, 
furnishing of facts, measurements, 
technical assistance in the devel- 
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opment of adequate testing met! 
ods,” the committee said. 

“The committee recommen 
that the national bureau of stan. - 
ards plan for a continuation of r. - 
search in the field of standards a: 4 
for future development of need 4 
new testing methods.” 

As the committee visualized |. 
the division of simplified pra.- 
tices and the division of tradje 
standards would be removed from 
the bureau of standards but would 
continue their studies of economic 
and marketing information re};- 
tive to standards enabling them to 
supply private groups with data on 
the economies that might result 
to consumers from standards, de- 
termination of consumer reaction 
to performance standards used in 
merchandising, and surveys to de- 
termine the need for standards in 
various fields. 


Wants Disinterested Agency 


The committee said it felt that 
standards would play an expand- 
ing role in engineering and manu- 
facturing, ultimately affecting the 
sale of all goods. But it expressed 
a conviction that development of 
standards involved negotiation, 
opinion, judgment and compro- 
mise to be had only through indi- 
vidual and joint efforts of techni- 
cal, manufacturing, merchandising 
and consumer groups. 

Such cooperation can best be 
had, it was argued, “through a 
disinterested private agency.” As- 
serting that the American Stand- 
ards Association appeared to be 
the logical agency, the committee 
cautioned that ASA would have to 
be broadened to include all groups 
entitled to a voice in development 
of standards, “as well as_ those 
competent to advise on consumer 
reactions.” 


ASA Given Buildup 


Moreover it was said that ASA 
must maintain itself “as a truly 
independent association privately 
financed, accomplishing its stand- 
ards clearance and standards pro- 
motion voluntarily, with partici- 
pation of all interests, including 
those of the consumers.” 

“The broadened policy of the 
ASA; the recognition by industry 
that retail customers are entitled 
to adequate information about the 
product they buy; the development 
by the national bureau of stand- 
ards and by private agencies of 
definite laboratory and_ service 
testing—all these will make it pos- 
sible eventually to supply the de- 


sired information to consumers in 
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standardized definitions, terms, 
uesignations and specifications of 
consumers’ standards,” the com- 
mittee declared. “Such a result 
vill strengthen and enhance mer- 
chandising techniques, and stimu- 
late competition in product im- 
provement.” 


Government Not Concerned 


Spade work on the Committee’s 
study had been completed many 
months before by Carroll Wilson, 
consultant to former Secretary 
Jesse Jones, in a report inspired by 
discussions of standards move- 
ments and their future, raised by 
the work of the OPA. 

Asserting that “the next two 
decades will bring a strong growth 
in consumers’ demands for facts,” 
Mr. Wilson observed that since 
the great majority of standards 
would involve .no question of 
health, personal safety, or protec- 
tion of property, it was not at all 
certain that the standards should 
be imposed by government.” 

Since compulsion will be secon- 
dary, Mr. Wilson felt that the pub- 
lic would have to look to business 
for the performance data that it 
wanted, and that this data would 
be forthcoming only if satisfactory 
channels for voluntary agreement 
were existing. 


Urges Performance Standard 


Mr. Wilson said that none of the 
prevailing standards concepts 
were satisfactory. Minimum stand- 
ards, grade labeling and design 
standards hamper competition, the 
national bureau of _ standards 
“trade standard” falls short be- 
cause it is not specifically designed 
to give the consumer adequate 
buying information, he said. 

He proposed a “performance 
standard” which would “imple- 
ment the competitive process”; 
leave “plenty of room for selling 
ingenuity”; “work with competi- 
tive merchandising, not against 
it.” 

As an example, he cited a test 
for men’s shirts based on laundry 
wear. Assuming that the average 
comes out “40 standard trips to the 
laundry,” this would be the “tar- 
get” in competitive selling. 


How System Might Work 


On this standard, he said, one 
firm might decide to feature “our 
premium brand shirt gives you 80 
trips, yet it sells for only 50 cents 
more than typical prices for stand- 
ard 40-trip shirts.” Another might 
say “our true-value shirt gives 
you only 30 trips; but you pay 
only half the price of the 40-trip 
standard article’; or “our gentle 
patent laundry-kind treatment 
converts your 40-trip standard to 
an 80-trip deluxe.” 

Mr. Wilson also suggested that 
the promulgation of standards in 
terms that industry would accept 
should be done through an en- 
larged ASA with the top manage- 
ment reflecting “points of view of 
producers, merchants and consum- 
ers: It should be led by an able 
enterprising builder; its _ staff 
should include men competent not 
alone in engineering, but in nego- 
tations, market analysis and pro- 
motion.” 
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RACINE, WISCONSIN: THE Aine CAP (0 FEPRESRTAINES 


Jeffe Returns to Edison 


Brig. Gen. E. F. Jeffe, on leave 
of absence from Consolidated 
Edison Company of New York 
since 1942, has been elected vice- 
president in charge of sales of the 
company. L. A. Scofield, general 
sales manager, has been named 
assistant vice-president, succeed- 
ing N. T. Sellman, who resigned 
to devote full time to his duties 
as first vice-president of the West- 
chester Lighting Company, White 
Plains, N. Y. 


- s s a 
Joins ‘Sports Afield 

Al L. Dougherty, formerly gen- 
eral cake sales manager for Ward 
Baking Company, New York, has 
been appointed eastern advertising 
manager of Sports Afield. He was 
previously an executive in the 
merchandising department of 
Young & Rubicam, New York. 


To Needham & Grohmann 


Herbert T. Lorentzen, president 
of H. T. Lorentzen, Inc., New 
York, for the past six years, and 
previously with Young & Rubi- 
cam, New York, has been ap- 
pointed an account executive of 
Needham & Grohmann, New York. 
Bennett Friedman, formerly with 
Fuller & Smith & Ross, New York, 
and Kathleen Nestor, previously 
with NBC, have joined the art 
and media department, respec- 
tively. 


To Handle Golden Fleece 


Golden Fleece Company, New 
York, division of Federated Mills, 
Bancroft, Mass., and New York, 
has appointed Gray & Rogers, 
Philadelphia, to handle national 
advertising of Golden’ Fleece 
four-ply tissue. 


Two to Doremus 


Duane G. Bartlett, formerly a 
vice-president of Albert Frank- 
Guenther Law, 


Inc., 


and Wallace Pflueger, 


New York, 
recently 


New York. 


5! 


handling writing and radio pro- 
duction for the Coca-Cola Com- 
pany in New York, have joined 
the copy staff of Doremus & Co., 
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Complete 


25 Card-Sheets Show FACTS on 500 Cards 


Easy 
Quick 
Flexible 
Durable 
Portable 
Compact 
Low Cost 


Use Cards only. Join together. File sheets 
of Cards on edge in correspondence folders 
—Half inch visible margin. Send order. 
500 Blank Cards 6x4 inch $3.45—10x4 $5.30 
500 Printed Cards 6x4 inch $6.70—10x4 $8.50 
Use Visible Indexing, Color Signaling, Visible 
Tabulation of vital information. Ten years 


Cost 
Sales 
Stock 
Ruled 
Credit 
Payroll 
Purchase 


Convenient national use. Send no money. Satisfaction Prospects 


Saves Time Guaranteed. Write for Catalog 


VISIBLE CARD 


Ross-Gould Co., 335 
ST. LOUIS 
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Collection 


N. Tenth 


INCE PEARL HARBOR the people of America have 
demanded more and more newspapers—in spite of 
constantly increasing cost to readers and constantly 


decreasing circulation department activities. 


What is the Answer? 


Clearly a large part of the answer is — that we are living 
in a constantly changing WORLD, and the people feel a 
great desire to be kept informed—in elaborate detail— 
and they have found to their entire satisfaction that the 
NEWSPAPERS, whose function is News and Information, 
give them what they want and NEED—better than 


any other medium. 


It is also IMPORTANT to remember that newspaper 
BUYING was on a steady upward curve long before 


Pearl Harbor. 


*x* * * 


TOTAL CIRCULATION 1920.....27,790,656 
TOTAL CIRCULATION 1939.....39,670,682 
TOTAL CIRCULATION 1945.....45,954,830 


There should be a great lesson 


in these FACTS for 


idvertisers and Agents 


Published in the Interest of All Newspapers 


by 


PAUL BLOCK AND ASSOCIATES 


HERBERT W. MOLONEY, President 
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Advertised Brand 
Sales Stepped Up 


by National Tea 


Chicago, Sept. 25.—National Tea 
/m-ompany has stepped up its pur- 
*hases of nationally advertised 
‘oods and, in the Chicago area, at 
least, is now retailing more of such 
foods than A&P or Kroger and 
Jewel stores together. 

National’s plans to become the 
leading food store chain in the 
Midwest were explained yester- 
day by Harley V. McNamara, ex- 
ecutive vice-president, at a meet- 
ing of sales executives of the Gro- 
cery Manufacturers of America. 
He asserted that National has 


which it will “give a break” to na- 
tionally advertised brands. Those 
brands, he admitted, are the best 
drawing cards in food stores. Na- 
tional has previously appeared to 
emphasize sales of its own brands 
in its stores. 

Mr. McNamara pointed to the 
company’s present record sales 
volume as being indicative of Na- 
tional’s ability to take first place 
in food sales in the Midwest. The 
company now operates 534 stores 
in the Chicago area, as compared 
with a prewar peak of 1,100 stores. 
He said that all present stores 
sell more than National stores sold 
previously, but he declined to ad- 
mit that any of National’s stores 
are super markets. National, he 
emphasized, merely designates its 
larger stores as “large stores.” No- 
body has ever adequately defined 
‘super market,” he added. 

National may not increase the 
manumber of its stores, but definitely 
will increase the size of many of 
them. Meat markets will be added 
o most or all the units as soon 
as possible. Expansion of the 
stores, Mr. McNamara _ indicated, 
must await the end of building 
material shortages. 


Whitney Publishing 
Expands Staff 


Paul R. Kane, formerly with 
Whitehead Metal Products Com- 
pany; John E. Richardson, for- 
mmerly with McCann-Erickson and 
BRobert F. Sullivan, former news- 
paper representative, have joined 
the advertising staff of Whitney 
Publishing Company, New York, 
publisher of American Cookery 
and Interiors. E. P. Meade has 
been appointed New England rep- 
resentative of both publications 
with offices in the Statler build- 
ing, Boston. 


Josephs to Air Line 


Lt. Col. N. Henry Josephs, re- 
cently resigned as_ special 
sultant to the Under Secretary of 
War, has been appointed execu- 
tive assistant to Carleton Putnam, 
president of Chicago & Southern 
Air Lines, Memphis. He pre- 
maviously served three years with 


entering service was senior part- 
ner in the New York law firm of 
Josephs, Wilson & Lincoln. 


adopted an open door policy under 


con- 


the Army air forces and before 


zk office files to verify and sub- 
stantiate the 
fact that 
‘SELLING 
NORRIS- 
TOWN IS AN 
INSIDE JOB" 
but the single 
hint that Philadelphia 
Department Stores 
use over 500,000 lines 
a year in the Times-Herald is tops in 
telling and selling you 
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Schollhorn Promotes 


H. J. Von Plonski has been pro- 
moted to general sales manager 
and James H. H. Brandford has 
been named sales and advertising 
manager, William Schollhorn 
Company, New Haven, Conn. 


Holmes Heads Board 


Frederick M. Holmes, president 
of North & Judd Mfg. Company, 
New Britain, Conn., for 23 years, 
has been elected chairman of the 
board. Frederick L. Morrow, Ist 
vice-president, becomes president. 


Baker Forms Company 
Frank C. Baker Jr., formerly 
service and sales manager of Sci- 
entific Glass Apparatus Company, 
has formed Baker Instrument 
Company, 310 Main St., Orange, 
N. J. The company will sell and 
service technical equipment for 
laboratory and pilot plant. 


Acquires Delta Mfg. 


Pittsburgh Equitable Meter 
Company, Pittsburgh, has  ac- 
quired the Delta Mfg. Company, 


wood-working machinery, which 
it will operate as a wholly-owned 
subsidiary. The transaction in- 
cludes Delta’s subsidiary, V & O 
Press Company, Hudson, N. Y. 


Pennington Named 


T. M. Pennington, formerly 
with Advertising Counselors of 
Phoenix, Arizona, and previously 
promotion manager of the Phoe- 
nix Republic & Gazette, has been 
appointed advertising manager of 
General Paint Corporation, San 
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Graflex Names Huff 
James G. Huff, formerly wit! 
N. Y., has been appointed adver 
tising manager of Graflex Com 


pany, Rochester, 
facturer. 


Miss Jones to Hill 


Chicago, to write copy and pub 


Shuron Optical Company, Geneve, 


camera manu- 


Esther Jones, formerly with the 
Chicago Times and United Press, 
has joined Ivan Hill Advertising, 


Milwaukee, 


manufacturer of | Francisco, 


licity. 


y 
The JULIUS MATHEWS SPECIAL AGENCY 


ARE YOU ““PLAYING TO” THE OUTSIDE AUDIENCE 


on the Pacific Coast, too? 


The Outside Market represents approxi- 
mately half of the more-than-8-billion 
dollars in retail sales on the Pacific Coast, 


as well as half the radio families. 


THE OUTSIDE AUDIENCE is well worth “ playing 
to’’ on the Pacific Coast, but you can do it by radio 
only if you use the Don Lee Network. Don Lee is 
the only network giving complete coverage of both 
the outside and inside markets of the Pacific Coast. 

The reason? Mountains! Most markets on the 
Pacific Coast are surrounded by mountains 5,000 
to 15,000 feet high—and the long-range broadcast- 
ing of other networks doesn’t reach them. Don Lee, 
however, has 39 strategically-located stations, one 
in each of the important mountain-surrounded 
markets. (The other networks have 7, 12 and 8 
stations respectively. ) 

Audience ratings prove Don Lee effectiveness in 
‘‘outside”’ listening. A special Hooper coincidental 


telephone survey of 276,019 calls (the largest ever 


made on the Pacific Coast) showed 60 to 100% of 
the listeners in the‘‘outside’’ market tuned to Don 
Lee stations! (See example below.) 

The effectiveness of Don Lee’s complete cover- 
age of the Pacific Coast is best illustrated by the 
fact that Don Lee carries almost as much Pacific 
Coast regional business as the other 3 networks 
combined. 

Be sure you ‘play to’ the outside—as well as the 
inside—audience on the Pacific Coast. Buy Don Lee, 
the only network that can reach both outside and 
inside markets. Don Lee, remember, has more than 
9 out of every 10 radio families living within 25 


miles of one of its stations! 


Example from Special C. E. Hooper Survey 


EUGENE, OREGON 


SHARE OF AUDIENCE 


STATION 
Morning | Afternoon| Evening 
Don Lee Station KORE 56.9% 63.1% | 47.5% 
Most popular out-of-town station 19.3% 18.6% | 21.5% 


Other examples to follow 
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Rorer Heads Company 


Herbert C. Rorer has been 
elected president of William H. 
Rorer, Inc., Philadelphia pharma- 
ceutical manufacturer, succeeding 
his father, the late William H. 
Rorer, founder of the firm. Her- 
bert Rorer has ben with the com- 
pany since 1927. 


Crandall Promoted 


Robert Ashley Crandall, former 
associate editor, has been ap- 
pointed managing editor of Na- 
tional Provisioner, Chicago. 


To Jackman & Fiaherty 


Charles A. Roe Jr., formerly as- 
sistant advertising manager of 
Lincoln Engineering Company, 
and previously production man- 
ager of Oakleigh R. French & As- 
sociates, St. Louis, has joined 
Jackman & Flaherty, St. Louis, as 
production manager. 


Fobian Heads Oilgear 


George .H. Fobian, sales man- 
ager and vice-president of Oil- 
gear Company, Milwaukee, has 
been elected president to succeed 
the late Harry M. Swigart. 


Heads Squirt Sales 

Maj. Abbott F. Riehle, recently 
released from the Army air forces, 
and formerly merchandising con- 
tact executive of Young & Rubi- 
cam, New York and Chicago, has 
joined Squirt Company, Beverly 
Hills, Cal., as director of sales. 


Chirgwin Heads Sales 


Robert H. Chirgwin has been 
appointed general sales manager, 
New Haven Clock Company, New 
Haven, Conn., succeeding Edward 
Stevens, who has resigned. 


Rand Heads Monsanto 


William McNear Rand, formerly 
vice-president of Monsanto Chem- 
ical Company, St. Louis, has been 
elected president, succeeding 
Charles Belknap, who will con- 
tinue as chairman of the executive 
committee. 


Edelbrew Is Cantect 


The Edelbrew Brewery, Inc., 
Brooklyn, mentioned in the Sept. 
17 ADVERTISING AGE was mistak- 
enly referred to as the Edelbrau 
Brewery. 
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Approximately half the retail sales on the Pacific 
Coast are made OUTSIDE the counties in which 
Los Angeles, San Francisco, San Diego, Oakland, 
Portland, Seattle and Spokane are located. 


THOMAS S.LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mar. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 
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Time’ Forms Division 

for Overseas Operation 

A new corporate division ha: 
been established to control anc 
operate the activities of Time 
Life and Fortune outside the 
United States and Canada, Roy E 
Larsen, president of Time, Inc. 
has announced. 

The new division, to be knowr 
as Time-Life International, wil 
be headed by C. D. Jackson, Time 
Inc., vice-president, recently re- 
turned to New York after almost 
three years as deputy director of 
the psychological warfare division 


of OWI in North Africa, Italy 
England and France. Time-Life 
International will operate’ the 


overseas edition of Life and the 
17 overseas editions of Time. 


Bement Rejoins Agency 


Maj. A. F. Bement has been 
released from active duty with 
the Army air forces after 38 
months of service and is returning 
to his former position as _ vice- 
president of Grace & Bement, De- 
troit agency. He has been chief 
of the press and radio section of 
the public relations office of the 
Air Technical Service Command 
Wright Field, Dayton, and saw 
service in the European theater. | 


Cortada Promoted | 


Judith Cortada, formerly trade 
news editor and publicity write 
for the American Broadcasting 
Company, has been promoted tc 
the position of director of promo- 
tion and publicity of the network’: 
cooperative program department| 
She succeeds George Schrier, wh¢c 
resigned to join the Scholastic: 
Sports Institute. 


Caruso Joins Morton | 


Theodore E. Caruso, formerly 
head of the research and statis- 
tical departments of Lambert 
Pharmacal Company, St. Louis) 
has joined Morton Mfg. Corpora- 
tion, Chicago, as an executive Or 
toilet preparations, food special- 
ties and household and medicina) 
products. 


Lappen Named A. M. 


Charles Lappen, with the Chi- 
cago staff of Englander Company 
has been appointed advertising 
manager of the company, succeed- 
ing Richard W. Girvin, resigned 


Shreve to Perfex 


Charles V. Shreve has joinec 
the sales staff of the Perfex Com- 
pany, Omaha and Shenandoah 
Ia.. manufacturer of Perfe> 
cleaner. 


TOBACCO CASH 
Jingles Again: 


As advertisers reconvert to the 
selling’ of goods and service: 
they can find a purchasing power 
PLUS in the millions of dollars t¢ 
be turned loose in Winston-Saler 
during the next few months . . 
millions that farmers will receive 
from their chief cash crop . . 
tobacco! 


Last year Winston-Salem's to 


'bacco market, attracting farmer: 
‘from a wide area, set all-time 
‘highs. This year's performance i: 
expected to be equally as profit 
|able for the farmers who have « 
| pent-up need for the things you 
| have to sell. 


‘JOURNAL and SENTINEL 
| Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 
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OPA Holds Out in 
Losing Fight for 
Building Controls 


Other Agencies Say 
Competition Will 
Solve Cost Problem 


| Washington, Sept. 27.—With a 
green light hoisted for all kinds of 
iresidential and commercial hous- 
ing to get under way Oct. 15, gov- 
iernment and industry groups here 
turned their attention this week 
ito the steps that will be necessary 
to sustain a high level of building 
lover a period of years. 

| Disagreement persisted between 
'OPA and other government and 
‘private organizations over the in- 
'fiationary danger that stems from 


the decision on construction, with 
OPA adamant in its warning that 
inflated building costs will wipe 
out prospects for a low and me- 
dium priced housing boom unless 
new price controls are enacted. 


Will Ask New Legislation 


As others predicted a ‘“competi- 
tive market” in building, the Com- 
merce Department and the U. S. 
Chamber of Commerce embarked 
on some long range planning to 
set up the postwar construction 
business on an economically sound 
basis and encourage an even flow 
of construction activities. 

Defeated in his proposal to re- 
tain WPB order 1-41 with its $10,- 
000 maximum ceiling on residen- 
tial construction, OPA Chief Ches- 
ter Bowles was planning to ask 
new price control legislation which 
would enable government to con- 
trol real estate sales and the price 
of finished homes. 


Present Controls Unsatisfactory 
Conscious that these proposals 


faced hard going in congress, the 


OPA chief was completing a pro- 
gram to provide dollar-and-cents 
price listings on the materials and 
services necessary for home con- 
struction. 

Even with these ceilings, OPA 
people felt, if inflation were to 
get started in the construction 
field, the available controls would 
quickly disintegrate. They ex- 
pressed little confidence that the 
credit controls and advisory serv- 
ices proposed by Reconversion 
Chief John Snyder would do the 
trick. 

From present appearances, the 
Oct. 15 starting date for construc- 
tion will find the administration 
with an anti-inflation program of 
this ‘dimension: 


Existing Tools 

1. Fix prices on materials and 
services. 

2. Margin and credit require- 
ments favoring loans for low- 
priced homes, possibly as low as 
$6,000. 

3. Free appraisal services 


available at NHA offices. 


written especially for the 
passion for improvement. 


bacteriological studies; or 


move them to action 


nature of this particular audience, and give 
them the sort of useful information that they 
buy Bakers Weekly for in the first place, get 


profitable results 


Practical Bakery men; specialists in all techni- 
cal phases, in engineering and marketing; 
are available in our New York and Chicago i 


offices to cooperate fully with any manufac- Ce 


turer or 


selling to the Bakery Industry. 


How Bakers Weekly interests its 
particular audience 


(a tip for copywriters) 


Most of the editorial material is assembled 
from the findings of the Research Laboratory 
and Experimental Bakery, inaugurated 25 
years ago. The articles vary widely in subject 
material but they all have high reader inter- 
est because they are invariably aimed at and 


volve the use of new materials or a new 
method of production. Some border on the 
scientific and involve biological as well as 


do with chemical reactions in the use of bak- 
ing powders, for instance, or bread improvers 
or inhibitors, etc.; again they 
to do with vitamins in the study of nutrition. 


And here's the tip-off for copywriters— 
every line written by our editors is in the 
spirit of helpfulness, not exhortation. That 
is how you interest them; 


Advertisers who keep in mind the special 


advertising agency 


Bakers Weekly attracts represents 
a profitable sales opportunity. 


Census 


Baker who has a 
Some articles in- 


business. 


of Manufacturers 
18,000 commercial Bakeries, less than 10,000 
account for more than 90% of the business. 
Here's the breakdown: 


Chemist making periodic reading of light transmitted through bread to plot the rate of staling— 
typical of Bakers Weekly’s laboratory research which helps readers achieve higher quality products. 


ECAUSE of the special character of its editorial program over the 
past 38 years, Bakers Weekly has attracted a wide readership 
among those most progressive Bakers who are constantly striving to im- 
prove the efficiency of their operations and the quality of their finished 
products. They, quite naturally, are the principal buyers and users of 
material and equipment. 


The nation’s Bakers do a business 

of nearly $2,000,000,000 a year. 
And $750,000,000 goes for the purchase of 
materials, ingredients, equipment and sup- 
plies annually. Although the United States 


currently lists 


The Large Combination Baking Companies, having two 
or more plants and buying centrally: There are 82 of 
these Combination Companies, having a total of 804 
plants. They do about 33% of the total volume of 


The Independ 
they may have to 


baking volume. 


may have 


, Wh i i 
Bakers doing $50,000 or more: 3,616 of these Bakers 
do a volume of business each year that ranges typically 
from $50,000 to $400,000 (in some cases running into 
millions). They account for more than 48% of the tota! 


Bakers and the Retail 


The Progressive Retail Bakers, doing from $25,000 to 
$50,000: There are about 6,000 Progressive Bakers in 
this classification who account for approximately 10% 


of the total volume of baked goods. 


business. 


that is how you 


There remains a relatively large group, numerically, 
of the little neighborhood one-man shops, which, to- 
gether, account for less than 10% of the total Bakery 


The 10,000 Bakers in the first three groups 


above do more than 90°% of the 2 Billion 


Dollar Bakery Volume. 


See Standard Rate & Data, Closs 9, Business Paper Sec- 
tion, for complete information on the Bakery Market. 


interested in 


, 


45 West 45th Street, New York 16, N. Y. 
360 North Michigan Avenue, Chicago 1,1. 


4. A plan for industry leaders 
to meet and discuss voluntary 
price control. According to the 
OPA argument, the government 
lacks the tools to stop speculation 
in real estate or in finished homes. 
Moreover, it is said that lifting of 
1-41 removed OPA’s most effective 
tool in preventing black market 
pricing of building materials. 


Others Rely on Competition 


Contrasting with the OPA posi- 
tion was that of industry, and 
other government agencies, partic- 
ularly WPB, that the supply of 
materials would be so great by the 
time large scale building actually 
gets under way next spring that a 
real competitive situation will ex- 
ist. 

John C. Stevens, president of 
the American Society of Civil En- 
gineers, chairman of the newly or- 
ganized construction industry ad- 
visory council of the U. S. Cham- 
ber of Commerce, pointed out that 
at the end of the war construction 
activity was at a low ebb, and that 
it can now expand to take care 
of construction and repairs. 


Sees No 1920 Parallel 


Denying the parallel so fre- 
quently drawn with 1920, when 
construction costs skyrocketed, 
Mr. Stevens asserted that the end 
of the last war found the industry 
already going full tilt, and “the 
increased after-war demands put 
a strain on it which helped cause 
an inflationary rise in prices.” 

In contrast, he pointed out, con- 
struction at the end of this war 
was as low as it was at the bottom 
of the depression of 1932, with 
over 100,000 small construction 
firms out of business, and employ- 
ment down to 600,000 from a peak 
of 3,000,000 in 1942. 


Materials in Good Supply 


WPB Chairman J. A. Krug vol- 
unteered the opinion that “since 
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the lead factor in most construc 
tion is about four months, and th 
winter season is coming on” ther 
is no danger in lifting the contro 

Mr. Krug said that governmen 
agencies are cooperating to in 
crease production of key construc 
tion materials, and that he be 
lieved production would actuall) 
exceed demand during the nex 
six months, permitting distribu 
tors to increase their depleted in 
ventories. 


The Department of Commerce 
estimated that sufficient lumber 
will be available during 1945 fo 
600,000 homes, although estimate 
at present account for only 400,000 
to be built this year. Brick, cast 
iron pipe, gypsum board, cla) 
sewer pipe, structural tile and as- 
phalt roofing materials continue 
tight, WPB said, but wage and 
price studies in these fields are 
expected to eliminate bottlenecks 
in short order. 


Sets Up New Committee 


Meanwhile, Chamber of Com- 
merce President Eric Johnston in- 
vited presidents of 87 national 
trade and professional associations 
to become members of the new 
construction industry advisory 
council headed by Mr. Stevens. 


The group is to meet here Nov. 
1 to discuss the need for carrying 
through reconversion -with mini- 
mum price and other dislocations. 


Commerce Unit Active 


In his invitation, Mr. Johnston 
said, “It is the industry’s respon- 
sibility in cconeration with the 
buyers of its services to reach 
agreement on practical measures 
which will continue its activities 
over the long pull.” The announce- 
ment said the immediate problem 
facing the industry relates to 
“prompt and non-inflationary re- 
covery of civilian construction ac- 


tivity,” and that it was an oppor- 


- - TO MEET 


@ Reconversion is here. 


tion? 
territory. 


and evaluated... 
rent planning. 


results measured. 


sions. 


e Narketing 


Potential new leaders are entering every industry. 
The sudden beginning of reconversion will rapidly 
change the positions of many firms in their industries. 


@ How will your firm keep up with this new competi- 


@ Your marketing opportunities and progress can be 
measured in every large market or important sales 


@ Distribution must be analyzed. Consumer accept- 
ance of newcomers’ products should be studied 
in direct relation to your cur- 


@ New Merchandising Methods may have to be 
mapped out and tested. 


@ Your advertising should be pre-tested, and its sales 


We have assisted many nationally known manufac- 
turers in the management, 
of their selling, advertising and merchandising divi- 


We shall be glad to confer with you without obligation. 


C. C. CHAPELLE COMPANY 


233 Broadway, New York ® 
95 Satisfied Clients in the Last 5 Years 


are you ORGANIZED 


‘TOR THE 
NEW COMPETITION ? 


New competition is here. 


planning and organization 


a 
Consullants 


188 West Randolph, Chicago 
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unity for industry “to work out 
/woys and means to effect greater 
stability and greater public use- 
fulness for this basic activity.” 

| At the same time, the Depart- 
ment of Commerce announced that 
}its newly created construction di- 
‘vision, headed by John L. Hayes, 
is now under way with a three- 
fold objective; rapid expansion of 
construction activities; mainte- 
nance of high postwar construc- 
tion volume; and a more even flow 
of construction activity. 


To Supply Information 


ne 


‘It will be the primary purpose 
of the division to organize and 
synthesize information pertaining 
to the construction industry from 
‘a variety of both government and 
private agencies, and fashion it 
into a comprehensive picture of 
‘the industry as a whole,” Dr. 
‘Amos Taylor, director of the Bu- 
reau of Foreign and Domestic 
Commerce, said. 

“Careful and continuing ap- 
-praisal of factors limiting expan- 
sion of construction which will be 
furnished through this new divi- 
‘sion will assist the industry in 
‘preparing with confidence for its 
future,” he predicted. 

' Dr. Taylor said that the con- 
‘struction industry and its related 
activities must provide $15 to $20 
‘billion a year of the national prod- 
"uct if we are to have full employ- 
' ment. 


> 
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Magazines, Radio 
to Promote Staze 


Dental Fixative 


New York, Sept. 26.—Staze, 
Inc., has scheduled 1,000-line in- 
sertions in The American Weekly, 
'Parade and This Week Magazine 
to promote an introductory offer 
of a tube of Staze dental plate 
“fixative” supplied for 10 cents 
on a double money-back guar- 
antee. 

Captioned “False teeth wearers! 
Accept this great friend-winning 
mae gd offer!,” copy urges 
ise of “this amazing dentist’s dis- 
covery— (which) holds your 
dental plates firm and comfortable 
all day long.’ The product is 
described as the “exclusive for- 
mula of a practicing dentist for 
- kinds of dental plates.” 

Staze will also be promoted 
for 52 weeks over the Don Lee 
network on news commentator 
Rex Miller’s program Monday, 
Wednesday and Friday, 9:15-9:30 
p.m., PDT, as well as on the fol- 
lowing programs: Henry Glad- 
son, “Good Morning,” over WOR, 
New York, Tuesday, Thursday, 
Saturday, 10-10:15 am., EDT; 
WHN, New York, newsreel, seven 
days weekly 6-7 a.m., EDT; KFEL, 
Denver, “Songs of the West,” Mon- 
day through Saturday, 7:45-8 
am., MDT; and KRLD, Dallas, 
“Stamps Quartette,” Monday 
through Friday, 6:30-6:45 a.m., 
Ni id 

Raymond Spector Company is 
he agency. 


Quinn to Weiss & Geller 


Frank Quinn, formerly on the 
opy staffs of Lord & Thomas and 
ramer-Krasselt Company, Mil- 
woukee, has joined the copy staff 
f Weiss & Geller, Chicago. 


Joins Columbia Pacific 


Nancy Holme, formerly with 
Hillman-Shane-Breyer, Los An- 
geles, has been appointed director 
of education and public relations 
of the Columbia Pacific Network, 
in Los Angeles. She succeeds 
Gwendolyn Peacher, resigned. 
Louise Belden, formerly assistant 
to Mrs. Peacher, has been pro- 
moted to personnel director and 
assistant director of education for 
the western division of CBS. 


Garrison Appointed 

W. W. Garrison & Co., Chicago, 
has been appointed as agency for 
Queen Stove Works, Albert Lea, 
Minn., manufacturer of space heat- 
ers, appliances and farm equip- 
ment. The account will use farm 
publications, newspapers and trade 
publications. : 


Joins Gumbinner 

Harold Metzendorf, formerly as- 
sistant advertising manager of 
Easy Washing Machine Company, 
Syracuse, has joined the copy- 
contact staff of Lawrence C. Gum- 
Advertising Agency, New 

ork. 


American Steel & Wire 
Names Schmidt, Cordes 


C. N. Schmidt, advertising pro- 
duction supervisor of American 
Steel & Wire Company, Cleveland, 
has been named advertising man- 
ager of the company. 

He succeeds Wilmer H. Cordes, 
who as manager of sales research, 
development and promotion, will 
devote full time to these duties by 
relinquishing the advertising post. 


Ruppert Ups Three 


Ruppert Brewery, New York, 
has elected Fred M. Linder, for- 
merly treasurer of the company, as 
vice-president and treasurer. Al- 
bert A. Brennan, formerly assistant 
secretary, becomes secretary and 
assistant treasurer, and Walter R. 
Mohr, marketing manager, has 
been elected assistant secretary. 


Yardley Names Straka 


Jerome A. Straka, formerly vice- 
president and assistant to the presi- 
dent of Colgate-Palmolive-Peet 
Company, Jersey City, has been 
appointed executive vice-president 
of Yardley of London, New York. 


..» MANUFACTURERS... 


Many manufacturers—especially the smaller firms—have a good 
selling item for which they would like to establish national sales. 
Some of them have held back because they felt they did not have 
the resources for launching a national campaign. 

But hundreds of manufacturers have successfully established them- 
selves on a national scale with sales running into very large 
volume annually—starting from scratch and with a very low 
promotional expense. 

There is now available to interested manufacturers without cost or 
obligation a new booklet “Quickest Way to National Sales’? which 
fully explains the methods used by these successful manufacturers 
to establish themselves. These methods are equally applicable 
whether you want sales to dealers or direct to the consumer. 


. - ADVERTISING AGENCIES. . 


This booklet is also available to interested Agencies and it may 
well enable them to very profitably serve their Clients by recom- 
mending this proved method of distribution and getting them 
quickly established with nation-wide sales. 

When writing for this FREE booklet please give name of firm in 
full and the name and title of the executive to whom the booklet 
is to be sent. Address— 


SPECIALTY SALESMAN MAGAZINE 
Dept. AA, 307 No. Michigan Ave. 
CHICAGO 1, ILL. 


— ve ne ane 


Our Miss Ideal knows that pretty is as 
pretty does—a deft job with cosmetics. 
\ That’s proved by the fact that she buys tons 
. of the lipsticks, rouges, mascaras, etc., 
advertised in Movie Life, Movie Stars 


Parade, Movies and Personal Romances. 


She knows that bodily daintiness is the 


first essential of charm. That’s proved by 


her lavish investment in the deodorants 


and antiperspirants we advertise. It also 


proves she is definitely in the market 


for the best in bath and toilet soaps. 


Boost your soap sales 


by advertising in Ideal 


W. M. Cotton’s Gleal WOMEN'S GROUP. Movie Life » Movie Stars Parade - Movies - Personal Romances 


NEW YORK : IDEAL PUBLISHING CORP., 295 Madison Avenue, New York 17, N. Y.. MU 3-8191 * CHICAGO: IDEAL PUBLISHING CoRP., 360 N. Michigan 
Avenue, Chicago 1, Illinois, State 5582 « LOS ANGELES: DON HARWAY & CO., 816 West Sth Street, Los Angeles 13, California, Mutual 8512 
HOLLYWOOD : IDEAL PUBLISHING CORP., 8278 Sunset Boulevard, Hollywood 46, California, Hillside 7364 
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HE rural town drug- 
gist today, due to the 
shortage of doctors, is 
consulted more than 


ever before on 


needed remedies. 


You can help him 
and yourself by making 


° CAPPER’S your products better 


WEEKLY... 


Feature 

News Weekly 
of the 

Rural Midwest 


known to the farm and 


rural families in his area 
throughCapper’s Weekly. 


It makes the sale! 


553,000 Circulation 


JOWA+NEBRASKHA * MISSOURT + KANSAS + COLORADO 


65%RED. ~ $125 per line 


CAPPER’S WEEKLY 1°? EKA 


Try it, Let it Prove What it Can do for YOU! K ANSAS 


Retail Sales Mark 
Up First Losses 
in Ohio Markets 


Columbus, O., Sept. 27.—After 
making continuous gains since the 
United States began its “defense” 
program in 1941, retail sales are 
beginning to falter, according to 
sales tax returns in Ohio, the 
only state reporting on a current 
basis. While retail sales for the 
state made a gain of 4.4% over 
the 1944 period for the week end- 
ing Sept. 15, cutbacks and labor 
troubles placed several important 
industrial centers on the debit 
side of the ledger. 

Retail sales for the state for the 
week ending Sept. 8 were 8.4% 
above the comparable 1944 period. 
Cuyahoga County (Cleveland) en- 
joyed a gain of 19.9% over 1944, 
but a week later registered a loss 
of 11.5%. 

Hamilton County (Cincinnati) 
is still going strong, but Lucas 
County (Toledo) showed a de- 
cline of 33.5% in sales of prepaid 
tax tokens for the week ending 
Sept. 8. 

Franklin County (Columbus) 
had a gain of 48.3% over 1944 for 
the week ending Sept. 8, but for 
the Sept. 15 period showed a loss 
of 15.9%. Montgomery County 
(Dayton) reversed this trend, 
sustaining a loss of 4.2% for the 
week ending Sept. 8, but reflect- 
ing a gain of 13.9% for the week 
ending Sept. 15. 

The increase for Mahoning 
County (Youngstown) fell from 
20.4% during the week ending 
Sept. 8 to 2.7% for the Sept. 15 
period. Clark County (Spring- 
field) is going through the same 
experience, with its gain declining 
from 29.4 to 3.9%. 

Statistics for Butler County 
(Hamilton) are incomplete for 
the week ending Sept. 15. During 
the preceding seven days, how- 
ever, sales tax returns declined 
27.3% from the comparable 1944 
period, 


Offers Wire Recorders 


Wire recorders proved in war 
use will soon be available to 
civilians, Scott Radio Laboratories, 
Chicago, one of the franchise 
holders for the Armour magnetic 
wire sound producer and recorder, 
announced last week. The new 
models will be available through 
dealers who handle Scott radios. 


Joins Four A’s 

Julian G. Pollock Company, 
Philadelphia, has joined the Amer- 
ican Association of Advertising 
Agencies. 


Headley-Read Named 
WCOL, Columbus, O., Ameri- 
can Broadcasting Company af- 
filiate, has appointed Headley- 
Reed Company, New York, as na- 
tional advertising representative. 
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Distributors Form 


New Plywood Group 


Wood-Ply Research Foundat 
has been organized by 18 distri 
tors of plywood products, to ad\ 
tise and promote a_ registered 
trade name, Veriply, which »)jj) 
be applied to plastic and plywood 
products of various manufacturers 
meeting the foundation’s stand. 
ards. 

Wellington R. Burt, executive 
secretary of the organization, fr. 
merly with National Lumber 
Manufacturers Association, is. 
played the line of products ‘he 
group will market at a recent 
luncheon in the Morrison Hote], 
Chicago, 
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Los Angeles Agency 
Expands; Adds to Statf 


The Los Angeles office of Stel- 
ler-Miller-Ebberts Advertising 
Agency has recently added the 
accounts of Simpson Steel Com- 
pany, Madsen Iron Works and 
Gendron Chemical Company. 
maker of Doff Soapless suds. To 
service the new accounts, the 
agency has taken additional space 
at its present address, 112 WwW. 
9th St. 

James R. DeGraw, formerly ad- 
vertising manager of Madson Iron 
Works, has joined Steller-Millar- 
Ebberts as executive on the new 
accounts. 


Heads Schick Sales 

Paul E. Hill, with the Army air 
forces for the past five years, ha: 
been appointed general sales man- 
ager of Schick, Inc., Stamford 
Conn. He assumes the duties han- 
dled in the prewar period by K. C 
Gifford, now president of the com- 
pany. 


Schoellkopf Elected 


J. Fred Schoellkopf, formerly 
sales manager of Bell Aircraft 
Corporation, Buffalo, has _ been 
elected vice-president of Schoell- 
kopf, Hutton & Pomeroy, Inc 
Buffalo. 


Curtis Names Wernecke 


Orie Wernecke, advertising rep- 
resentative of Country Gentlema 
in Wisconsin and Minnesota, ha: 
been promoted to western man- 
ager of Curtis Publishing Com- 
pany’s new publication, scheduled 
for spring, 1946. The new maga- 
zine, reportedly to be named 
Holiday, will cover the travel! 
recreation and sports fields. 


Kirsten Pipe Back 


Kirsten Pipe Company, Seattle, 
consistent user of national adver- 
tising, is using a list of magazine: 
to announce the availability of its 
radiator pipe again. Included on 
the list are Collier’s, Field & 
Stream, Liberty, McCalls, News- 
week, The New Yorker, Outdoor 
Life, Sports Afield, Time ané 
United States News. 


Joins West-Marquis 


Donald McKenzie, formerly as- 
sistant advertising manager 0 


Joshua Hendy Iron Works, Sal 
Francisco, has joined the Los An- 
geles office of West-Marquis, Inc. 
as account executive. He wil 
later transfer to the agency’s Sal 
Francisco office. 


“WFDF Flint says many of 
boys haven't seen a white : 
in months.” 
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Modell Issues Plan 
to Put War Vets 
in ‘Surplus’ Sales 


New York, Sept. 25.—A booklet 
on “How the Veteran Can Become 
His Own Boss Retailing War Sur- 
plus Merchandise” will be pub- 
lished soon by Henry I. Modell of 
Henry Modell & Co., New York. 
Mr. Modell says that the plan has 
been approved by the American 
Legion, among others, It has been 
submitted to the Veterans’ Ad- 
ministration, Washington. 

In connection with the plan, 
Mr. Modell would change the 
name of the National Federation 
of Army and Navy Stores, which 
he organized and still heads, to 
“war surplus stores.” The use of 
the Army and Navy names has 
aroused considerable criticism in 
Washington and among other re- 
tailer groups. 

Mr. Modell told ADVERTISING 
Ace he hopes that his plan “will 
be instituted soon by representa- 
tive wholesalers throughout the 
country and that it will prove a 
poon to thousands of ‘returning 
G.Ls.” 


Haven’t Held Regular Jobs 


Pointing out that many young 
veterans have not held regular 
jobs before and that “seven times 
out of ten, the veteran will not 
want his old job back again,” the 
booklet will stress that “‘you are 
one of the hometown boys, who 
did a big job for his neighbors. 
The fact that you are a veteran is 
priceless to you, if carefully and 
modestly employed.” 

Of $50 billion of surplus war 
materials, “from $15 to $25 bil- 
lions will be converted to civilian 
use and sold through retail chan- 
nels to the consumer. Who is a 
more logical man for the job of 
retailing these goods than you, the 
returning veteran? Who has a 
more basic appreciation and 
knowledge of the unsurpassed 
quality of the clothing and equip- 
ment you tried and found suc- 
essful under the most trying con- 
ditions of climate and terrain?” 


Offers Long-Term Credit 


With the right to borrow up to 
$2,000 from local bankers, pay- 
ment of which is guaranteed by 
the government, and often with 
substantial amounts of back pay 
the returning G.Ls 
could use this as their capital for 
retailing. After getting an option 
on a store, and the approval of a 
banker and the administrator of 


veterans’ affairs, the G.I. could 
turn to the Modell Company, as 
vholesaler, and get long-term 


redit for much of his goods. 

Capital of “$3,000 to $5,000 is 
all you need,” the booklet ex- 
Dlains. “If you can set aside 


NMS2,000 of this for your initial stock 


of goods, we will double this 
amount in the merchandise we 
end you. In other words, we are 
extending credit up to two years 
» you for 50% of your purchase 
at the very start of your business 
enterprise.” 

Small retailers should not buy 


surplus war goods direct from the 


government, as provided in the 
Surplus Property Act, but should 
buy from wholesalers, Mr. Modell 
says, “because it is not sound mer- 
chandising to buy large lots of 
merchandise for which there is no 
immediate sale, even though it 
may seem an attractive bargain 
at the time. . . Profits are made 
only on rapid turnover items.” 
Also, “a great many articles re- 
quire change, to find a civilian 
use for them.” 


early last month issued a com- 
plaint against Henry Modell, Rose 
Modell and William Modell, trad- 
ing as Henry Modell & Co. and 
Modell’s, New York, for alleged 
misrepresentation in the sale of 
so-called Army and Navy equip- 
ment, 

Many of the articles which this 
group sold and advertised, the 
complaint alleges, were not stand- 
ard Army or Navy goods and did 
not meet Army or Navy specifica- 
tions, but were in fact seconds— 


because of some defect. They 
were not purchased direct from 
the government but, as a rule, the 
complaint says, were obtained 
from stocks in the hands of manu- 
facturers of Army and Navy 
goods. 


BUTLER PLAN HELPS 
VETS IN RETAILING 

Chicago, Sept. 25. — Butler 
Brothers, Chicago, national dis- 
tributor of drygoods and general 
merchandise, has begun a “Facts 


57 


veterans and others from under- 
takings which have little chance 
of success, and to provide them 
with information to help them 
make good. 

Requirements for success listed 
in the plan are a minimum cap- 
ital of about $15,000; not more 
than 25% of capital borrowed; 
store’s location, layout and fix- 
tures should be determined by 
professionals; a sound program of 
operation; programs of promotion, 
merchandise control and fiscal 
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Covers the 19 Southern 
and Southwestern States 
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LEADING 
BRAKE LINING MANUFACTURERS 
COVER THE SOUTHERN MARKET 


The Federal Trade Commission! articles rejected by these services! of Retailing’? campaign to protect | control. 
; ANY 
ISSUE 


JOY KN AL 


These leading car manufacturers use the 
pages of Southern Automotive Journal, 
month after month, to keep their mes- 


sages 


before the South’s distributors, 


dealers, garages and larger service sta- 


tions. 


Only Southern Automotive Jour- 


nal with 18,500 A.B.C. circulation provides 
adequate coverage of the South and 


Southwest — America’s 
automotive market. 


fastest 


growing 


SOUTHERN AUTOMOTIVE JOURNAL 


W. R. C. SMITH PUBLISHING COMPANY 


Grant Building 
A.B.P. and A.B.C. 


Atlanta 3, Georgia 
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 BEAVERITE PRODUCTS. INC. _ 


35 DE WITT STRE 
, Ring Binders, Swing- 


EAVER FALLS, NEW YORK 


; and Proposal Covers of BESTEX Artificial — 


=) ee 


Boe 


ie ee 


10-BP-2 


Major Advertisers Expect 
to Expand Employment 


Would Re-hire Vets, 
Retain War Workers, 
AA Study Reveals 


New York, Sept. 27.—Several 
major advertisers have informed 
ADVERTISING AGE that they ex- 
pect to be able to employ in 1946 
at least as many workers as they 
had before the war, and the com- 
bination of new products and 
aggressive promotion may help 
some companies boost employment 
well above their wartime peaks. 

Because of various uncertain 
factors, however, many major 
advertisers refuse to estimate their 
future employment. 

The list of individual companies 
which already have or expect soon 
to have larger postwar than pre- 
war employment includes Alumi- 
num Company of America, Gil- 
lette Safety Razor, Kellogg Com- 
pany, McKesson & Robbins, 
Owens-Illinois Glass, Sheaffer Pen, 
Standard Brands, Standard Oil 
Company of New Jersey and 
Studebaker Corporation. 


Others Equal Prewar Figures 


Others, such as Westinghouse, 
will have at least as many post- 
war as prewar. 

In addition, entire industries, 
ranging from food to chemicals, 
expect definite postwar employ- 
ment expansion. 

On Aug. 30, AA wrote to 109 
manufacturers listed as spending 
more than $1,000,000 each annu- 
ally in newspaper and magazine 
space and in network radio time. 
Pointing out that “so much has 
been said about advertising as a 
factor in creating sales and em- 


ployment,” the letter asked top 
executives of these companies “to 
tell us, as specifically as possible, 
the extent to which you believe 
your company both will reemploy 
discharged war veterans and keep 
war-added employes.” 


Asked Jan. 1 Estimates 


Each company was asked the 
number of its employes on Dec. 7, 
1941; on Aug. 12, 1945; “today,” 
Sept. 1, 1945, and to estimate the 
number on Jan. 1, 1946. Also asked 
were the number of former em- 
ployes in the armed services, and 
the number the company expects 
to be able to take back; the num- 
ber of “ ‘your’ veterans who will 
want to come back;” the number 
of post-Pearl Harbor employes 
hired which the company will be 
able to retain, and the proportion 
of this group who may quit vol- 
untarily. 

The replies represent only a 
small segment of American in- 
dustry as a whole, and even of 
major advertisers. But they still 
may be regarded as _ interesting 
and perhaps significant straws in 
the wind. 

General Motors, largest manu- 
facturing employer and one of 
the largest advertisers, has been 
reported as estimating that by 
next fall, one year from now, its 
employment again may reach the 
wartime peak of more than 500,- 
000. 

Officially, however, GM declines 
to estimate its employment fu- 
ture at this time. Thus the figures 
given to AA—of 225,000 hourly- 
rated employes on Dec. 6, 1941; 
216,000 on Aug. 12, 1945, and 157,- 
000 on Sept. 2, 1945—do not sug- 
gest the big plans which GM has 
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in the works. About 112,000 (;\ 
employes have been or are in |}, 
armed services. 


Studebaker Hiring More 


An “independent” motor ma) ey 
Studebaker Corporation, howe’, 
expects to have 25% more Work. 
ers after the war than before 
or 15,000 in its South Bend ing 
Los Angeles plants and in branch 
offices next year, as against 12 0) 
on Nov. 30, 1941. Recently, these 
plants and offices employed Cn) 
about 4,000, but an executive ex. 
plained that ‘our plans call fo; 
the attainment, as quickly as pos. 
sible, of a substantially large 
volume of peacetime production 
than ever before.” 

Standard Oil Company of Ney 
Jersey, probably the largest fac. 
tor in the nation’s oil industry 
expects to have slightly more 
workers next year than it had on 
V-J Day. The number of Esy 
workers rose from 44,709 at the 
time of Pearl Harbor to 49,985 
last Aug. 14, to 49,500 on Sept. 1, 
and would reach at least 50,00) 
in 1946. Esso also expects to be 
able to take back all of its 6,786 
workers who joined the armed 
forces, and believes that 90% oj 
them will want to come back 
Less than 2% of its war-added 
workers would quit voluntarily. 


No Discharges Seen Likely 


One oil company—which re. 
quested that its name be omitted 
—has boosted employment stead- 
ily from about 11,000 in 1941 t 
about 12,050 now. This numbe 
would be only slightly larger next 
January, although the company 
adds that it intends to take back 
all of its 3,500 employes in the 
armed services. The company be- 
lieves that “many of our war- 
time employes will leave ow 
service voluntarily,” thus making 
it “entirely unnecessary for us t 
discharge competent individual: 
who have been hired since Pear 


She Molecular Distillation Process 


DP 


At the moment, for advertising men, practically nothing. 


Butl— 

The molecular distillation process can distill chemicals of 
high molecular weight, including many so-called “‘undistiil- 
able’’ substances. 

It may be able to salvage useful materials out of what 
is currently total waste. 

It is a new tool for chemical engineers—not only a 
useful technique in the laboratory but a commercially 
developed process. 

If you see, as we do, some interesting possibilities for 
unique products from the use of this new process, write for 
additional information. 


Distillation Products, Inc. 


755 Ridge Road West, Rochester 13, New York 


Pioneering High Vacuum Research 


= - WHAT CAN IT DO FOR YOU? 
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Advertising Age, October 1, 1945 


Harbor.” 

Westinghouse Electric Corpora- 
tion, on the other hand, recently 
reported its war-end employment 

106,000. In addition, 25,000 
estinghouse men and women are 
in the armed services. This, said 
A. W. Robertson, chairman of the 
poard, would indicate that 131,000 
people will be dependent on Wes- 
tinghouse in the years ahead when 
there will be work enough for 
only about 71,000. 


he <1 © * 
= 


Will Resume Home Duties 


However, he explained, “11,000 
employes are married women who 
plan to return to home duties, and 
about 4,000 others probably are 
awaiting the return of their sweet- 
hearts and will be married and 
go to housekeeping.” More than 
10,000 others, in Westinghouse- 
operated naval ordnance plants, 
“have known all along that they 
are in jobs that have a strict war- 
time basis.” In addition, at least 
10,000 men “will return to their 
normal peacetime pursuits,” and 
“many veterans will not wish to 
return to the company.” 

Although the 60,000 employes 
of Aluminum Company of Amer- 
ica today are a much smaller 
number than the 103,000 at the 
peak of war production in 1943, 
their number is nearly twice as 
great as the 38,000 employed by 
Alcoa in December, 1941. The 
company has 26,000 former em- 
ployes in the armed services; ex- 
pects a majority of these to want 
to come back, and will re-hire “as 
many as possible.” 


Would Triple Production 


Probably experienced aluminum 
workers among the war veterans 
will not go begging for jobs. Roy 
A. Hunt, Alcoa president, said in 
one of the ‘“Reconversion and 
Jobs” series of broadcasts on the 
Mutual Broadcasting System on 
Sept. 10 that “the direct produc- 
tion and fabrication of aluminum 


‘can be made to employ, within 


'the next five years, three times as 


many people as the 33,000 it em- 
ployed before the war.” 

Mr. Hunt said that this indus- 
try “is figuratively beating war 


planes and tanks into railway 
cars, bowling alleys, canoes, 
houses, doors, bicycles . and 


several thousand other items.” 


Taking Back All in Service 


One leading midwestern maker 
of electrical apparatus—which pre- 
ferred to have its name omitted 
—had 29,000 employes on Sept. 
1, 1945, and expects to have only 
20,000 next January. It will take 
back, however, all of the 9,740 
former employes in the armed 
services who wish to return, and 
expects that 5,000 of them will 
wish to do so. About 5,000 post- 
Pearl Harbor workers are quitting 
voluntarily. 

Charles Heinz, personnel man- 
ager of H. J. Heinz Company, did 
not give specific over-all employ- 
nent figures because “the food in- 
lustry is of a seasonal nature” 
nd “the number of employes at 
ny period of the year will vary.” 
The company, however, now has 
1400 employes in the armed 
ervices, “with 75% indicating a 
lesire to return to its employ. 
3ccause of normal labor turnover 

1 compulsory retirement of 

sent employes 65 years of age 
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and over,” the company expects 
to re-hire all veterans who wish 
to return, and hopes to do so 
without laying off war-added 
workers. 


Kellogg Doubles Employment 


Employment in the Kellogg 
Company has _ nearly doubled, 
from 1,934 on Dec. 7, 1941, to 
3,490 on Sept. 1, 1945. It would 
reach about 3,500 next January. 
Kellogg has 1,100 war veterans to 
plan for; would be able to re- 
hire all of them, and expects 70% 


of them to want to come back. 
Only the newest employes would 
be eliminated by returning serv- 
icemen, and 5 to 10% of war- 
added workers would quit volun- 
tarily. 

Standard Brands has increased 
employment since Pearl Harbor 
from 9,000 to 10,500 and would 
maintain it at the present level 
early next year. Of 1,905 former 
employes who have been or are 
in the armed services, 65% would 
want to return. All veterans will- 
ing to do so would be re-hired 


and “practically all’? war-added 
workers would be retained. 


Labor Turnover 7-8% 


Owens-Illinois Glass Company 
expanded the number of its work- 
ers in the 45-month war period 
from 17,044 to 18,976, and expects 
even more by next January. The 
company now has 5,096 men and 
women in the armed forces, and 
will take back as many as wish 
to rejoin. But “the records show 
that to date 27%” of the veterans 
discharged “did not return to the 
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company.” Owens-Illinois has had 
a monthly labor turnover of 7 to 
8%, with volunteer departures 
last month of 1,131. The company 
now has on its payroll 511 vet- 
erans who were not its employes 
before the war, as well as 361 
veterans who were former em- 
ployes. 

McKesson & Robbins has added 
about 500 workers since Pearl 
Harbor, from 7,053 to about 7,500, 
and expects to have about 7,500 
next January. Of 1,856 M&R vet- 
erans, the company will re-hire 


GURTAIN GOING UP... 


on Souther 


a 


s 


The scene is set... footlights are on... and the 
curtain ready to go up on the South’s dramatic 
postwar market. Yes, because of its many ad- 
vantages, the South holds the spotlight for the 
nation’s greatest peacetime expansion. It has great 
natural wealth including every kind of mineral 
and raw material for the manufacture of thou- 
sands of products. It has tremendous waterpower 
yet unharnessed ... networks of railroads, farflung 
ocean and coastal shipping . .. advantageous geo- 
graphical location for extensive development of 
commerce in Central and South America. It As 
strategically the air center of the nation. Oppor- 
tunities are unlimited for the advertiser who 
ealizes that the South is one of his greatest mar- 
kets—that the way to reach that marke 
Holland’s—the magazine of today’s Nege 


in leading national magazines. 


POST-WAR DRAMA 


NEW SOUTH 


Holland's plays a leading role in the South because it is 
primarily a home magazine. Edited to fit the seasons, 
climate, social customs and economic conditions of the 
South, it goes to the ‘‘best family’’ homes. It is these families 
who are the backbone of the South's new prosperity— 
families with above average incomes and standards of 
living. Because it is primarily a home magazine and be- 
cause the South is primarily a land of homes, your ad in 
Holland's receives 48° more reader interest than it does 


pe 


pps with 


The Megazine 


52 VANDERBILT AVENUE, NEW YORK 
205 GLOBE DEMOCRAT BUILDING, ST. 


x the New South. 


LOUIS 


West Coast Representative: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 
GARFIELD BUILDING, LOS ANGELES 


DALLAS, TEXAS 


75 EAST WACKER DRIVE, CHICAGO 
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all who apply but it does not 
know how many will, nor how 
many war-added workers. will 
leave. 

Gillette Safety Razor Company 
boosted employment from 1,802 
on Dec. 7, 1941, to 2,425 today, 
but this will dip to 2,300 early 
Of 328 Gillette vet- 
erans, 230 wish to return and will 
be re-hired; 496 war-added work- 
ers will be retained, but about 50 
a month are quitting voluntarily. 


Sheaffer Boosts Employment 


W. A. Sheaffer Pen Company 
now has 300 more workers than 
its total of 1,900 in December, 
1941, and would lift its total to 
about 2,400 next January. Of 
about 500 Sheaffer veterans, it is 
estimated, 95% wish to return and 
places will be found for them. 
Many war-added married women 
workers are expected to quit. 

S. C. Johnson & Son had 780 
employes on Sept. 1, 1945, as 
against 987 on Dec. 7, 1941, and 
does not estimate its total for 
next January. Nearly all of its 
246 war veterans wish to return 


and these will be taken back. 
W. S. Landes, president of the 
Plastics Materials Manufacturers’ 
Association, has just pointed out 
that this industry “progressed 20 
years in research during the five 
years of intensive devotion to war, 
and as a result there will be no 
curtailment of employment in the 
return to a peacetime basis, but 
probably a slight increase.” 


Printers Need Many 


The United States printing in- 
dustry intends to provide “secure 
and well-paid jobs for several 
thousand veterans,’ Harold. W. 
Hill, president of Printing Indus- 
try of America, said recently. 

Lammot du Pont, chairman of 
the board of E. I. du Pont de 
Nemours & Co., pointed out in a 
broadcast on the Mutual network 
Sept. 12 that during the war em- 
ployment in the chemical indus- 
tries “reached a new high of more 
than 500,000’ — compared with 
nearly 300,000 in 1939. More than 
half of du Pont employes are now 
working on products new or sub- 
stantially mew since 1928 and 


more than one-fourth owe their 
jobs to materials which did not 
exist as late as 1930. 


Will Add More Jobs 


“Now that the laboratories are 
getting back to peacetime work,” 
he said, “the list is certain to 
grow longer and the jobs more 
numerous.” 

Of about 70,000 prewar em- 
ployes of Swift & Co., said John 
Holmes, president, more than one- 
third—25,901—joined the armed 
services. The company believes 
that most of these will return— 
and in fact has been steadily re- 
absorbing them since June, 1944. 
Swift’s plan provides for reem- 
ployment of handicapped veterans 
and for special training for all 
veterans. The company is build- 
ing new plants and modernizing 
others and will introduce several 
new products and processes soon. 


Cites Distribution Needs 


The oil companies, said William 
R. Boyd, president of American 
Petroleum Institute, expect little 
if any immediate increase in em- 


Tires—U. S. Rubber Company 
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Utensils—Stainless Ware of America 
Be S| a. lu 


other factories here. 


And manufacturing 


Factors that Made Detroit World's 
Greatest Center for War Produc- 
tion Now Setting Pace for Peace 


LREADY automobiles, tires, refrigerators, 
radios, household utensils and many other 
products are rolling off production lines of fac- 
tories in the Detroit area which a few weeks ago 
were devoted entirely to war. Soon peacetime 
products will begin to flow from hundreds of 


When will Detroit’s reconversion task be 
completed? When will civilian production really 
begin to boom? The answers to those ques- 
tions are provided by replies to questionnaires 
recently sent by the Detroit Committee of Eco- 
nomic Development to every plant and business 
employing more than eight people in the three 
counties (Wayne, Macomb and Oakland) com- 
prising most of the Detroit Industrial Area: 


Of 7,930 replies, those from 7,689 concerns 
(including all automobile, truck and accessory 
plants) stated that reconversion would take less 
than three months, with an average of about six 
weeks! And these 7,689 firms employ upwards 
of 500,000 people in the Detroit area! 


Yes, Detroit’s industrial know-how is solving, 
rapidly, its reconversion problems just as it 
solved so many of the Nation’s war problems. 


facilities here plus the 


greatest pent-up demand for peacetime products 
in all history point to a new era of prosperity 
such as Detroit has never known. 


Watch Detroit — and remember The Detroit 


News, its HOME newspaper, will take your sales 
message into 63.8% of all city-zone homes tak- 
ing any newspaper regularly. 


~The Detroit News 


THE HOME 


A.B.C. Weekday Circulation, 385.399— 
Sanday (Circulation, 477,7H 


NEWSPAPER 


Fr 


eund’s 


RTE TUYND Do 


Olde Cume Rue Bread 
ST. LOUIS’ BEST BUY IN RYE | 


DANGLER — Freund Baking Co., St. Louis, is using this “dangle” car card, 

which occupies double space and a quarter in street cars and buses. 

in red, blue, grey and white, the letters of the baker's name appear on the 

card itself and in circles suspended from the card on a string. Westheimer 
& Co. is the agency. 


Advertising Age, October 1, 1945 


Printed 


ployment in drilling and produc- 
tion, but would add in the next 
two years 150,000 to the prewar 
total of 750,000 employed in 
wholesale and retail distribution. 


Radio Needs 145,000 


The Radio Manufacturers Asso- 
ciation has estimated that this in- 
dustry will employ 145,000 people, 
or 68% more than prewar. The 
Automobile Manufacturers Asso- 
ciation expects that this “biggest 
industry in the United States,” 
which before the war “afforded 
jobs directly and indirectly for 
more than 6,500,000 persons,” will 
have at least that number work- 
ing when all the wheels of all 
the factories start turning again. 


Miss Brooks to Kimball 


Frances Brooks, formerly with 
Mary Lewis, Inc., New York dress 
shop, has joined Abbott Kimball 
Company, New York, as an execu- 
tive in the retail division. 


Two Name Klemtner 


Walker Vitamin Products, Mt. 
Vernon, N. Y., has appointed Paul 
Klemtner & Co., Newark, and is 
planning a 1946 advertising cam- 
paign using medical and drug 
publications plus direct mail. ‘H. 
W. Kinney & Sons, Columbus, 
Ind., has appointed Klemtner for 
a.campaign using direct mail, 
medical and drug journals for 
Cartose infant feeding supplement 
and other Kinney products. 
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Rheingold uses the New York Suburbans 
only for their transportation advertising. 


TT, Tr | 
| 


' This letter from one of | 


gincers!¥" 


Lie 
pnilip dent 


copy of the complete letter from this 
better than we can of the value of the 


Suburban Market — The Richest Market in the World. 


Write for. information 


TRANSPORTATION D.SPLAYS, INC. 


F. LeMoyne Page, Pres. 


9 Rockefeller Plaza, N. Y.C. 
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Despite flattering offers from 
Firestone Tire & Rubber Com- 
pany and others, General Electric 
Company’s appliance and mer- 
chandise department, Bridgeport, 
will continue to make and sell 
nly G-E appliances. For many 
years G-E has refused to make 
private brands for others, and the 
company does not intend to aban- 
don this policy now. 

The department is mum about 
1946 advertising plans but it is 
expected that its budget, through 
young & Rubicam, will exceed 
$5,000,000. This year the depart- 
ment abandoned full-time wait- 
and-see advertising in magazines 


for separate campaigns on frefrig- 
erators, ranges, electric sinks, 
home laundries, clocks, electric 


blankets, irons and toasters and 
coffee makers, The “G-E House 
Party” program on CBS promotes 
all appliances. Clocks and irons 
are the first appliances in mass 
production, 

G-E had about 8,000 dealers for 
major appliances prewar, and 
doesn’t expect to alter this total. 
Vhatever changes are being made 
are intended to supplant weak 
with stronger dealers. The smaller 
‘traffic’ appliances, of course, are 
old through scores of thousands 
if stores, 


ba * * 


Unlike most retailers, Marshall 
Field & Co. does not welcome list- 
ng as a dealer in manufacturers’ 
ds, and objects strenuously to 
uch listings without specific ap- 
roval. The mammoth Chicago 
etailer has been known to go to 
considerable lengths to keep its 
name out of dealer lists in some 
nanufacturers’ national advertis- 
ng. In some cases it does not par- 
icularly welcome the tie-up with 

| Bhe product advertised; in others, 

| fhe tie-up with other retailers 
| Misted as dealers. 

| * Bo * 

Household Finance Company, 
vhose ads have been barred from 
‘few York’s municipally owned 
ubway cars because Mayor La- 
ruardia is feuding with small 
an companies, doesn’t plan to 
ebate the matter with him in 
ther media it uses in New York. 
ts attorneys are investigating to 
ee if they have any legal re- 
Qurse against the ban, however. 

| * «£: « 

| § Aircraft Industries Association 

1 it America has deferred indefi- 

| Bitely a proposed $1,000,000 net- 

| ork show, for which several 
| Bsencies (AA, June 18) were in- 
|| Hited to bid. The association will 
| Bait until postwar prospects of 
1e industry have been more fully 
etermined. The proposed cam- 

i aign may be taken up again at a 

| Meeting next March. A. M. Roch- 

n, Douglas Aircraft Company, 
anta Monica, Cal., is chairman 


if 


{ the advertising committee. 
* * ok 

| # Reports that Ford will shortly 
troduce a five-cylinder ‘‘Merfor”’ 
ell for around $400 seem at 
ast premature. Several five- 
‘linder jobs have been running 
* Bound Detroit for months, but 
lere is no indication that they 
ill actually be produced for sale 


See Bakers Weekly's “Adi- 
torial” on page 54, this 
issue, Advertising Age. 


for two or three years. The only 
things that do seem certain are 
that they won’t be called “Mer- 
for” and certainly won’t sell for 
$400. 
Bo * 

Kay Kyser’s much _ publicized 
desire to retire from radio won’t 
come off. Seems his desire for 


a release included the suggestion 
that he be paid off handsomely 
for the format-idea of his show. 
American Tobacco, which holds 
his basic contract, couldn’t see it. 


Casco Appoints Two 
Wallace R. Powell, formerly 
manager of apparatus sales for 
General Electric Supply Corpora- 
tion, Philadelphia, has been ap- 
pointed assistant sales manager 
of Casco Products Corporation, 
Bridgeport, Conn. Edmund L. Sej- 
man, previously assistant produc- 


tion manager at Casco, has been 
named manager of the termination 
program of all war materials. The 
company has resumed production 
on electric heating pads and will 
soon begin production on automo- 
tive electrical accessories, includ- 
ing cigar lighters. 


Teague Adds Partners 


Walter Dorwin Teague, indus- 
trial designer with offices in New 
York and Los Angeles, has taken 
Robert J. Harper, director of de- 
sign in New York, and C. Stowe 


61 


Myers, director of design in Los 
Angeles, into partnership. The 
firm will operate under Mr. 
Teague’s name. 


Emerson Drug Adds Spots 


Emerson Drug Company, Bal- 
timore, will launch a campaign 
of one-minute transcribed an- 
nouncements over 187 stations of 
the Keystone Broadcasting Sys- 
tem. The campaign will run for 
52 weeks and will comprise 2,000 
announcements a week. McCann- 
Erickson, New York, is the agency. 


THE PEAK BUYERS OF AMERICA ARE 


I, spite of war and its inevitable separa- 


tions, the total number of births per year, 
says the Census Bureau, is the highest in the history of the nation—three million. 
Since hostilities began, there has been an increase in the population of approximately 
seven million. And the statisticians tell us that this record-breaking rate will continue. 
71.2°%/, of All Women are Married 
79.7°/, of All Married Women have Children 
But only SECRETS of the women’s magazines has developed an editorial appeal 
which has brought it the highest circulation concentration of young wives and mothers. 
82.39% of SECRETS readers are married—that's record-breaking among women's 
magazines. And 72°/, of the married readers of SECRETS have children — which is 
also tops—by far—in the field. 
The young married woman with children—the SECRETS mother—does the buying 
not alone for herself but for her two offspring, her husband, and her home. That makes 
the SECRETS reader—who is actively ambitious for the self-improvement of herself 
and her family—the peak purchaser of America. 


SECRETS circulation is rapidly approaching the magic 


million mark. It is also read by an average of four 
other women per copy. To learn more about these 
peak purchasers, 


write for the SECRETS survey. 


“The Magazine of Dramatized Self-Improvement" 


67 West 44th Street 
New York 18, N. Y. 


100 North La Salle Street 
Chicago 2, Illinois 


403 West 8th Street 
Los Angeles 14, California 
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Montana Brewers 
Push State Sales 


Helena, Mont., Sept. 25.—Con- 
tinued cooperative effort appears 
likely on the basis of success al- 
ready achieved in the Montana 
Brewers’ Association campaign to 
build a firmer market for locally- 
brewed beers. 

Members of the state group be- 
lieve the drive, embracing daily 
and weekly newspapers throughout 
the state, outdoor and direct mail, 
is the largest and most complete 
ever undertaken by a state brew- 
ers’ association. 

The campaign, launched late in 
April, started with 500-line ads 
which have appeared regularly 
every other week in Montana’s 11 
daily newspapers and 87 weeklies. 
Twnty-four sheet posters, in full 
color, have a 100% showing 
throughout the state. Copy is 
changed each month. 

A direct mail campaign sent to 
the association’s 1,225 beer out- 
lets keeps them fully informed of | 


the progress and enlists their 
support in promoting the locally- 
brewed beers of the eight member 
brewers. 

Illustrations suggesting dude 
ranches and scenic wonderlands 
provide a western: motif to the 
campaign, with copy selling the 
theme that Montana-brewed beers 
are of dependable quality and 
assure thirst satisfaction. All as- 
sociation advertising, as well as 
brand promotion of the individual 
brewers, employs a seal which 
shows a Pilsener glass against a 
black background, with the re- 
minder: “Beer brewed in Mon- 
tana—One of Montana’s richest 
treasures.” 

The campaign was planned and 
directed by Westheimer & Co., St. 
Louis, the association’s agency. 


Brewer to Phil Gordon 


Fortune Bros. Brewing Com- 
pany, Chicago, has appointed the 
Phil Gordon Agency, Chicago, to 
handle its account. Newspapers 
and outdoor will be used in south- 
ern and western territories. 


Hall Publishing Firm 
Will Issue Three Papers 


William O. Hall, president of 
Clifford & Lawton, Inc., New York 
publisher, has purchased all out- 
standing stock of that firm to 
form Hall Publishing Company 
at the same address, 373 Fourth 
Ave. The new company will pub- 
lish the three business papers, 
Curtain & Drapery Buyer, Up- 
holstering and Interior Decorators’ 
Handbook, while Clifford & Law- 
ton hereafter will publish art and 
technical books for the decorative 
trade, Hall acting as sales agent. 

Mr. Hall recently sponsored the 
Home Furnishings Publishing 
Company in New Jersey to pub- 
lish books and periodicals cover- 
ing the manufacturing of furni- 
ture. 


Joins ‘Washington Post’ 


Frank M. Bryars, formerly in 
the consumer durable goods di- 
vision of the WPB electrical goods 
branch, has joined the national 
advertising department of the 
Washington Post as electrical ap- 
pliances and household equipment 
advertising representative. 
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I heard one of ’em say he’s from WJW’s merchandise sales 
staff. Boy, radio merchandising must be big business! 


BIG BUSINESS is right! In the first year WJW’s merchandise sales representatives 
have made 17,196 SALES PRESENTATIONS on products advertised over WJW. 


SALES presentations is right! These 17,196 sales presentations resulted in 
5,427 INDIVIDUAL SALES TO RETAIL DEALERS. That’s a record for results! 


Sales RECORD is right! Actual ORDERS comprising 31% OF ALL PRESEN- 
TATIONS proves the point! 


And MORE to the point! 4,490 OF THESE SALES WERE TO NEW ACCOUNTS 
—proving that WJW not only delivers the radio advertising coverage that stimu- 


lates dealer interest, but also supplies detailed merchandising cooperation that 


assures maximum distribution to back up air-vertising’s demand! 


Do You Need More Distribution in WJW’s Northern Ohio Counties ? 
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(SEIBERLING INTERRUPTS ITS COMMERCIAL ADVERTISING PROGRAM TO BRING THIS SPECIAL MESSAGE TO INDEPENDENT BUSINESSItE 


TO EVERY AMERICAN 


zwho employs one or more people! 


“Tuousanns of fighting men are coming home now Millions 


will return later 


They bring to America—and especsally to Independent Businessmen 
—great opportunitres ! 


Individually and collectively they are America’s richest aatural 
resource. In them are the brains, the ambition—and the skill and 
traming—that this nation needs in its drive coward ever higher 


levels of prosperity and happiness. 


Many of these young Americans went away as boys. They come 
home to us as men. And they are TRAINED men who know 
their way around. Many have used and sharpened their peace- 
time skills. Others have acquired wew skills. Thousands have 
broadened their education through continued study with the 


United States Armed Forces Institute 


For having been at war, they have gained in «ature, steadiness, 


understanding 


For having faced death fighting oppression, they Bring back a deeper 
appreciation of the peace and freedom that make life worth living 


than any of us here at home can feel. 


They form a gold mine of intelligent, capable, trained young men 
willing and anxious to work and build for the future. No matter 
whether you run a service station, a grocery store, an insurance 


office, a farm—or some other type of business—these men give 


Forces of the United 


you both the opporrunity to profit and the opportunity to serv 


For it is to the Independent Businesses of America that these sei 
reliant veterans have most to offer. At the same time, it is t/ 
Independent Businessmen who, in the aggregate, employ the gre. 
bulk of American workers—and can do most to safeguard and expan 


the Free Enterprise on which our American way of life depend 


HOW CAN YOU TAKE ADVANTAGE 
OF THESE OPPORTUNITIES? 
First, determine the kind of men—the cypes of skill, training 
education, background—that would be most helptul cw you. The 
contact the U, S. Employment Service office nearest you. Th 
office can tell you what servicemen have returned to you 


community and what these men have to offer you 


You can, if you wish, supplement the work of the U. S. Emplo 
ment Service. Here at Seiberling, for instance. we have aske 

Seiberling men in service to recommend other servicemen for jot 

in our plants and offices. Already we are®getting a fine group of 
future production and business leaders. 

Regardless of how many or how few men you employ, start action 
now. Never before in the history of this nation has there been avail abi 


such a vich reservoir of skilled, ambitious, aggressive manpower 
It's good business and good citizenship--just plain good “horse 
sense" —to tap that reservoir. 


K>0O 


> oii 


ts worn by men honorably discharged 
ake ita 
in selecting the men best fitted to 
© country in peace as well as war. 


/PUBLISHED BY SEIBERLING RUBBER COMPANY IN COOPERATION WITH THE WAR ADVERTISING COUNCII} 


PUBLIC SERVICE—This veterans’ employment ad, published in The Saturday 

Evening Post Sept. 22 by Seiberling Rubber Co. in cooperation with the War 

Advertising Council, is even more appropriate now that fighting has stopped. 
Meldrum & Fewsmith, Cleveland, is the agency. 


Margo to Cumings 


Margo Company, 
eR 
jewelry, 


its account. 


Providence, 
manufacturer of costume 
has appointed Cumings 
Advertising, Providence, to handle 


'To Goldman & Gross 


Goldman & Gross, Chicago, ha 


been appointed advertising coun- 
sel of Franklin Photographic In- 
| dustries, 
‘of motion picture equipment, 


Chicago, manufacture 
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MARSHA, JANE, HENRY, OR JOHN - THE UNION- 
LEADER REALLY DELIVERS YOUR MESSAGE - 


In fact, 74% of the Manchester Union-Leader’s 
circulation is HOME DELIVERED and 37% 
is paid in advance yearly subscriptions. Sales 
action is planned in these homes — for foods, 
fashions, drugs or divans — we'll deliver your 
message in the State’s accepted metropolitan 
daily. These are the days of the INQUIRING 
Market — asking “What Have You to Sell’ — 
Answer it along with the news they like to read. 


the WIANCHESTER 
Wnion-JbEAD 


FACTS An important portfolio for those 


who plan . . . write for one today. 


NATIONALLY REPRESENTED BY GEORGE A. 


MC DEVITT COMPANY 
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Buick Studying 
arket for New 
hircraft Engine 


Detroit, Sept. 25.—Speculation in 
uto industry circles as to Gen- 
Motors Corporation’s mode 
‘ entry into the private aircraft 
eld, regarded here as an ulti- 
ate certainly, has received what 
oks like at least a partial 
iswer. 
Charles E. Wilson, GM presi- 
nt, announced that the Buick 
itor division is currently con- 
citing market potential and pro- 
ion studies for a new aircraft 
ngine, rated at 200 horsepower, 
hich has been developed by the 
rporation’s research division. It 
understood that the studies are 
iy in a preliminary stage and 
) conclusions can be reached as 
ADVERTISING AGE also has been 
id that Buick, when it does get 
round to producing the new air- 
aft engine, will probably assume 
be role of supplier to personal 
ane manufacturers at first, since 
ere is little likelihood that Gen- 
| al Motors will venture into the 
| Bld itself until the prospect of 
volume market appears. 


Extensive Tests Made 


Designed for installation in pri- 
ite air cruisers “of the future,” 
e new engine is the outgrowth 
tudies started eight years ago 
and subsequent war contracts— 
connection with the develop- 
ent of military robot planes. 
— fie engine has undergone exten- 
ve flight testing for six years 
d is considered to be an impor- 
lasMnt contribution to aircraft de- 
m-Blopment. It is a radial-type 
“Mwerplant having four cylinders 
bd operates on the two-cycle 
inciple. It is believed to be the 
Bly small engine having liquid 
Boling, and is only 35 inches in 
imeter. 
Oil consumption is extremely 
Ww, a quart of oil serving for six 
burs running. Fuel consumption 
comparable to engines of simi- 
. B power, about 13 gallons an 
ur using 91 octane fuel. Par- 
» Mularly significant is the fact 
at the engine’s design, accord- 
; , to the announcement, is 
eatly simplified and the num- 
r of parts reduced, “thereby 
rmitting of a rugged type of 
chanism which may be ex- 
ted to bring field maintenance 
sts to a minimum.” 


all to Head Fairchild 


rectory Expansion 
‘harles W. Call, Navy lieuten- 
t commander for the past three 
ars, has returned to Fairchild 
blications, New York, as mana- 
’ of the directory department. 
joined the company in 1919 
d specialized in ready-to-wear 
d fabric trades. 
\ program of expansion for the 
ectories is being planned, with 
ideas in checking of names 
thin trades and territories, em- 
yment of higher grade paper 
bck for the exploitation of color 
sentation by advertisers and a 
effective distribution of di- 
tories among the buyer cate- 
The program also includes 
ilized service for the mid- 
tern ready-to-wear and men’s 
trades, shoes, appliances and 
, linens and domestics. 


.\UTHORITY 


writers for American Restaurant Maga- 
r the industry's outstanding authorities 
eonore D. Freeman, quantity food stylist; 
Alice Cline practical menu planner; 
Wagner. kitchen engineer, and many 
Your advertising surrounded by ch 
ity shares their prestige gains buyers 
Write for detai f merchandising 


5) 
\\5 SOUTH 
WABASH 
AVENUE, 
CHICAGO 


Soldine Promotes 
V-110 Waterproof 


for Outdoor Use 


Evanston, IIl., Sept. 25.—Soldine 
Corporation, manufacturing chem- 
ist firm, has launched an adver- 
tising drive, principally in trade 
publications, to promote Soldine 
V-110, a waterproofing formula 
developed during the war and 
used widely by military forces to 
preserve canvas water tanks and 
other material against rot, discol- 
oration, mildew and flame. 

Through MacDonald-Cook Com- 
pany, Chicago, Soldine is running 
insertions now in Boat Equipment 
News, Canvas Goods _ Manufac- 
turers Review, Commercial Car 
Journal, Field & Stream, Fleet 
Owner, Marine Equipment News, 
Motor Boating, Outdoor Life, 
Sports Afield, Sporting Goods 
Dealer and Yachting. 

The transparent waterproofing 
liquid is promoted as the “‘posi- 
tive waterproofing,’ and as suit- 
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able for protecting such articles| duct a test campaign in New Eng-;papers and spot announcements 
as gunstocks, golf clubs, lawn um- — pen for Allay, new head-|on 16 tol meen ——— ce 

: _|ache remedy. pers will cover all of Connecticu 
poten ee ee cares The test, which got under way|and Rhode Island, as well as three 
ie dines iin the week of Sept. 24, will consist |test cities in western Massachu- 

y damp . _ lof 70 and 140-line ads in news-|setts. 

Now engaged exclusively in 
producing V-110, Soldine plans 
to increase its ad budget in the 
future, not only to take more) 
space in outdoor and trade maga- | 
zines but to promote the product | 
in general consumer magazines. 


WAAT to Open WAAW 


WAAW, FM complement to 
WAAT, Newark, will be ready for 
experimental tests by Jan. 1, with | 
fulltime programs on the air by | 
Feb. 1, Irving R. Rosenhaus, | 
WAAT vice-president and gen- 
eral er has announced. | 

ssigne , 

i = ip geil ag se hate rg 4 or precision, working models. A fully equipped shop staffed with 


Radio Center, Newark. 
expert craftsmen. BARNES & REINECKE = Indus- 


Models for every purpose, SCALE or ACTUAL SIZE. Any material 
— WOOD, PLASTIC, METAL, CLAY or PLASTER. Rough dummies 


trial Designers and Engineers * Staff of 181 + llth 


Labrofacts Starts Test 


for Allay, New Remedy 


Labrofacts, Inc., New York, 
drug distributor, has named Ben- 
ton & Bowles, New York, to con- 


Year * 230 E. Ohio * Chicago Il * Delaware 6350 


| 
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$99.328.845.00 IN $PENDABLE SAVINGS 


READY 10 


| : ~ a 7 ~. 


Individual savings of Oklahoma Cityans, including savings 
accounts, Series E War Savings Bonds, investments with Savings 


and Loan Associations and postal savings totaled $99 328 845.00 on 
July 1 this year. 


This huge reserve, $61 931,911.44 greater than at the start 
of the war, represents latent, pent-up buying power ready to 


begin its flow into trade channels. 


Back of this lies an accumulation of $46,828,883.00 in the 
state’s unemployment fund to cushion the bump of the thous- 
ands who may find it hard to readjust themselves to peacetime 
occupations quickly. Back of it also are bank deposits of 
$339,022,463.25 plus War Bond purchases of $143,936,953.00 
exclusive of Series E issues, which represents the ability of city 
firms and corporations to enter into their greatest period of 


expansion. 


The Oklahoman and Times are today, as for the past fifty-six 
years, the key to this rich and profit-producing market. Their 
vigorous personalities are your short cut to sales in the postwar 


Southwest. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THe OKLAHOMA PusLisHiINc Co.: THe FarmMer-StockKMAN ¥% WKY, OKLAHOMA CrTy 
KVOR, Cotorapo Sprincs * KLZ, Denver (Under Affiliated Management 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC 
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Doremus Reopens London 
Office Under Smyllie 


The London office of Doremus & 
Co., inactive since 1939, has been 
reopened in Bush Lane House, a 
building entirely surrounded by 
bombed ruins. The original office 
space Doremus occupied is now an 
open area. Maj. A. Walker G. 
Smyllie, managing director, is in 
charge, as he was prior to the war. 

The London office is handling 
advertising and publicity accounts 
throughout Great Britain and as 
soon as conditions permit, corre- 
spondents probably will be again 
maintained in principal European 
centers. 


Peanut Crunch Brand 


Kerby to Direct 
New Grant Office 


in Great Britain 


London, Sept. 21.—Grant Ad- 
vertising, Inc., with headquarters 
in Chicago, will open a London 
office in Grosvenor Square, with 
operations scheduled to start by 
Nov. 1, Will C. Grant, president, 
told the London representative of 
ADVERTISING AGE today. 

Mr. Grant came to England with 
Howard Jones, executive vice- 
president, and Philip Kerby, who 
recently joined the staff. Mr. 
Kerby, who knows England well 
and in addition lived for many 


business of Grant’s various offices 
throughout the world is local 
business, he said, and the London 
agency hopes to follow the same 
pattern, serving British manufac- 
turers at home and abroad as well 
as American companies in the 
British market. 


Goldberg Joins Ellis 


Harry B. Goldberg, previously 
in the business research depart- 
ment of Curtiss-Wright Corpora- 
tion, has joined Ellis Advertising 
Company, Buffalo, as account ex- 
ecutive. 


Ross Joins Associated 


Dick Ross, recently discharged 
from the Army air corps and for- 


Opens Midwest Drive 
Holsum Products, Chicago, of 
packer of Peanut Crunch brand 
peanut butter, has begun a mid- 
western advertising drive paced 
by a daily radio show, “Meet 
Tommy Bartlett,” heard on WGN 
Monday through Friday, 3:15 to 
3:30 p.m. The brand will also 
be promoted in cartoon ads 
weekly in the Chicago Daily News, 
Herald-American and Tribune. 


the new 


zation. 
The 


years in Paris, will take charge 
company, 
founded under the name of Grant 
Advertising Ltd., to serve as Euro- 
pean headquarters for the organi- 


now being as- 
sembled, and some British busi- 
ness has already been secured, 
Mr. Grant said. Over 60% of the 


staff is 


merly a prisoner in Germany, has 
been named production manager 
of the Associated Broadcasting 
Corporation’s West Coast produc- 
tion activities. 


being 


Hornaday Appointed 


John A. Hornaday has been ap- 
pointed manager of national ac- 
counts of the Sherwin-Williams 
Company, Cleveland. 


BS Reader's Digest! 


A continuing report about the interna- 
tional adventures of the world’s most 
widely read magazine. 


East met West in August. \n 
August, while many Americans sun their bodies by 
the shore, millions of devout Mohammedans slim 
- theirs by daily fasting. For August in Atlantic City 
and Virginia Beach is 


“Ramadan” in Cairo and 

Beirut—28 days of un- 

broken fasting from sun- 

rise to sundown. But 

strict religious observer 
VT / 


that he is, the Moham- 
medan—like Americans 
—is also only human. As 
the sun goes down, his 
empty stomach calls for 
sustenance. No wonder 
the official second of the setting sun is such a 
precious and long-awaited moment to the hungry 
faithful. As a service of considerable note to Mo- 
hammedan readers, the August copy of Al Mukhtar 
(the Arabic edition) carried an unusual supplement 
—an ‘“‘Imsakiyah,” or sun calendar. It showed 
them, in two colors, the exact and official second 
of sun rising and sun setting throughout Ramadan 
—moments hitherto detected through binoculared 
watchers posted on balconies. Thus, in small but 
not insignificant fashion, West again met East— 
through the pages of the August Al Mukhtar. 


When you go to Havana—\ 
sure to drop by and say hello at the offices of 
Reader's Digest, S. A., publishers 
of the Spanish and Portuguese edi- 


Selecciones del 


tions of Reader’s Digest. The ad- 
dress is San Juan de Dios, 154; 
and we think you will be inter- 
ested—as over LOOO recent Cuban 
visitors have been—in the unique 
furniture and decorations of these 


offices, designed jointly by Cuban 


and American decorators. Copies 
of Selecciones for Cuba are now 
being printed in Havana and, as one of several large 
printing centers in Latin America, Cuba will soon 
produce copies for all Spanish-speaking countries 
north of the Equator. 


Department of international 


opinion. From August Lindberg, President, 
Swedish Federation of Labor, Stockholm—‘‘W ork- 
ers in Sweden, like workers in other countries, are 
international-minded. They hope for a real under- 
standing between all peoples. But understanding 
depends upon a knowledge of others. Because Det 
Basta (the Swedish edition) gives this knowledge, it 
has been enthusiastically received by the great 
reading public. Its articles open new mental hori- 
zons and thus further the cause of world brother- 


hood.” 


The bouncing silicones. March 
Reader’s Digest carried an article about silicones, 
the amazing new plastic compounds made of sand, 
petroleum and brine. These 
extraordinary plastics repel 
water, withstand intense heat, 
bounce like rubber balls. Ap- 
parently they have bounced 
as far as Switzerland, for an 
American export firm in New 
York has just received an in- 
quiry from Zurich quoting 
the Digest article and asking 
for more information. Many 
hundreds of such letters are received regularly 
by our editors, showing that when a new idea or 
product “‘makes the Digest” it stimulates enthusi- 
astic interest in many languages throughout the 
world. 


Letter of the month —From José 
de Loreza Lago of Sao Paulo, Brazil, “Reading 
Selecdes (the Portuguese edition) has become an 
obligation in our life, something like a daily meal. 
And because I| always carry a copy with me, I have 
even had my suits made with special pockets for 
this purpose.” 


Advertising vs accepted in the Arabic, Finnish, Portuguese, 
Spanish and Swedish editions. Reader's Digest International 
Iditions, Inc., Pleasantville, New York, Chappaqua 400. 


International Editions of 


READ BY THINKING PEOPLE ALL OVER THE WORLD 


Lulvorlices. inert STROKE HANDLE 


and $ Other important improvements 


NEW DESIGN — This announcement 
copy for the new Juice King home 
juicer, made by National Die Casting 
Co., Chicago, is appearing in October 
issues of six business papers, in the No- 
vember Good Housekeeping and De- 
cember issues of Better Homes & Gar- 
dens and Ladies' Home Journal. 
O'Grady - Andersen, Chicago, is the 
agency. 


National Resumes 


Juice King Drive 

Chicago, Sept. 25.—National Die 
Casting Company will announce 
resumption of its production of 
the Juice King home juicer, in an 
improved form, in October issues 
of Electrical Dealer, Electrical 
Merchandising, Hardware Age, 
House Furnishing Review, Radio 
& Television Retailing and Retail- 
ing Home Furnishings. 


Schedule National Magazines 


National advertising of the 
juicers will open in November 
with an insertion in Good House- 
keeping, to be followed by De- 


Aer 


sae 


Advertising Age, October 1, 1545 


Advertisi 


Gardens and Ladies’ Home Jour. 


nal, 
National’s 


dersen, Chicago 
handles the account. 


LAA Names Group to 
Work with Agents 


Lewis H. Hendershot, presicen 
of the Life Insurance Advertiser; 
Association, New York, has name, 
a special committee to promote 
closer cooperation between LAA 
members and the National Asso. 


ciation of Life Underwrit: 


Under the plan, LAA member 


selling organizaiiop 
has been revised by reapportion. 
ing territories and enlarging the 
staff, on the basis of a market 
study conducted by O’Grady-An. 
agency which 


‘ 


Roper 
‘oin t 


cember ads in Better Homes & 


will offer their services to loca 
and state associations of life 
underwriters in promoting pro. 
grams of public information, 
newspaper advertising, publicity 
and in aiding returning veterans 
with their life insurance prob, 
lems. 

The LAA committee includeg 
A. H. Thiermann, assistant secre 
tary, New York Life, chairman 
Royden C. Berger, editor of pub 
lications, Connecticut Mutual; L 
J. Evans, assistant director of 
agencies, Northwestern Mutual 
H. M. Kennedy, supervisor 0 
advertising and publicity, Pruden 
tial, and Robert Taylor, superin 
tendent of agencies, Jeffersor 
Standard. 


World 


New Y 
oper, mal 
ublic opin 
B. Powers, 
pign public 


yet wt 
,_——— 


Durham Enders Appoint 

The Durham Enders’ Raz 
Corporation, Mystic, Conn., ha 
appointed Export Advertisin 


m. H. Her 


Agency, New York, to handle ad@ill be “tc 
vertising and sales promotion igff marketin 
foreign markets. esearch to 
a oaeenaeaaee lsewhere, : 
Atlantic Airs Football tates busir 
Atlantic Refining Company; seen gee 
Philadelphia, will sponsor 1@°°P/e. of ot 
broadcasts of football games ovem: S. produ 


78 stations. Four-inch advertisemes, in ord 
ments in 120 newspapers will b@hose count! 
used to promote the broadcast#ferved.” 
N. W. Ayer & Son is the agency 

Herringt 


Navy Drydock 
to Employ Big 
Peace Force 


Larger Part o 
Fleet Will Be 
Stationed Here 


docks at Long Beach, 
repair work and 
15,000 civil service jo 
peacetime era, 
manding office 
T. Paine, assured today. 
Continued operation of 
which 
foreshadows 


west coast’s continued 


To Sell LONG BEAC 


and 
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The $75,000,000 naval dry- 


Calif., 

ined for postwar 
are to be genre pa geet 
bs in the 
the new com- 
r. Capt. George 


jmport- 
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LONG BEACH PAPER WITH DAILY COMI 
WITH SUNDAY COL 
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One of several 
industries in 


Long Beach, 


California, 


boosting peacetime 


fo Burnet 
employment to nd Geyer, c 
fork, 
new highs. Will Us 
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Long Beach Sun 


VEN DAYS EACH WEEK. 
OCIATED PRESS AND UNITED PRESS. 


C PAGE. 
OR comics AND MAGAZINE. 
iw VITAL SUBURBAN TRADE ARIA 


Long Beach families read 


ie 


yaa as_many 
_—_orr t HOME aper as rea 
this one gree rs_combined ! 


and out-of-town pape 


d ALL other 


92% of all 
‘cles and 


local 
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Hoin to Study 
| World Markets 


rie 


ap. Powers, representative of for- 


adqill be 
if marketing and public opinion 


meople. of other countries think of 


tgerved.” 


Elmo Roper J. B. Powers 


Roper, Powers 


New York, Sept. 26—Elmo 
oper, marketing consultant and 
ublic opinion analyst, and Joshua 


ign publications, have formed 
International 
Public Opin- 
ion Research, 
Inc., to be “‘en- 
tirely sepa- 
rate” from 
their own 
organizations 
which “con- 
tinue as be- 
fore.” 

The purpose 
of the new 
organization 
“to extend the methods 


m. H. — 


esearch to Latin America and 
lsewhere, thus providing United 
tates business men with reliable 
nformation concerning what the 


). S. products and business poli- 
ies, in order that the people of 
hose countries may be better 


Herrington Heads Activity 


Mr. Powers’ contact and famil- 
prity with the life of the Latin 
Americans will provide the basis 
or the first expansion of the field 
rganization of IPOR, the an- 
luncement states, continuing that 
lr. Roper’s “knowledge of re- 
arch will enable it to make a 
‘ientific approach to problems re- 
bling to the planning and con- 
ucting of surveys.” 

Active direction of IPOR will 
¢ under William Herrington as 
resident. Mr. Herrington, re- 
ently associated with Mr. Roper, 
as at one time with J. Walter 
hompson Company, New York, 
ter heading research operations 
r Blackett-Sample-Hummert and 
eo Burnett Company, Chicago, 
nd ea Cornell & Newell, New 
ork, 


Will Use Opinion Polls 


Mr. Herrington said that the or- 
anization’s primary concern “will 
¢ the quality of our work and the 
laintenance of certain standards 
f good research practice...We 
‘ould like to believe that this ex- 
nsion of the use of the public 
pinion poll... may in time help 

ichieve a better understanding 
etween the business men and the 
ople of different nations.” 
Mr. Roper, who entered mar- 
fting research in 1933 after sales 
‘perience in retailing and manu- 
uring, is probably best known 


~|for his surveys of public opinion 


for Fortune. He is currently spe- 
cial consultant to the Navy and Air 
Corps, has had various wartime 
positions with the OSS and OWI, 
and also writes the weekly syndi- 
cate column “What People Are 
Thinking.” 

Coming to New York in 1926 to 
establish offices for La Prensa of 
Buenos Aires, Mr. Powers has of- 
fices in London, Paris, Rio de Jan- 
eiro and Buenos Aires, represent- 
ing publications of Latin America, 
Europe, Australia, South Africa 
and the East. 


To Beaumont & Hohman 


Charles Doner, formerly in the 
art department of Henri, Hurst & 
McDonald, Chicago, has joined 
the Chicago office of Beaumont & 
Hohman, as art director. 


Ardizone Joins ‘Parade’ 

Arthur Ardizone, formerly in 
the national advertising depart- 
ment of Scripps-Howard News- 
papers, has joined the eastern ad- 
vertising sales staff of Parade, 
New York. 


This radio show has 
000,000 Americans 
PALOOKA, they'll 


voice. Here’s an air 


92% of all radio-appliance 
soles and service in the 
U S.A. is handled by “RSD” 
‘9s bscribers. 

Advertising Space Open 
CCWAN PUBLISHING CORPORATION 
142 MADISON AVE., NEW YORK, N. Y. 


Urges N. Y. State 
to Create ‘FTC’ 


Albany, N. Y., Sept. 25.—A pro- 
posal that New York State create 
an agency similar to the Federal 
Trade Commission to take action 
against merchants guilty of un- 
ethical practices was offered yes- 
terday by State Conservation 
Commissioner John L. Halpin. 

Commissioner Halpin spoke in 
behalf of Schenectady business 
men before the first of a series of 
public hearings on small business 
problems being conducted by the 
Ives legislative committee on in- 
dustrial and labor conditions, 
which was charged by the 1945 
legislature with preparing a pro- 
gram to help small business. 

“Business men, through their 
trade and civic organization, try 
hard to police themselves,’ Mr. 
Halpin said. “However, in every 
community there are always a few 
who resort to shady practices in an 
effort to get more business and 
who make a cute play on words in 


their advertising to entice the un- 
suspecting. 

“We feel that if some state 
agency existed that could take 
quick action against these prac- 
tices and punish the guilty ones, 
they would soon conform to ethical 
practices or get out of business.” 


Mace Adds Four 


Mace Advertising Agency, Pe- 
oria, Ill., has added the accounts 


of Towe’s Inc., Mendota, Ill., farm 
machinery; Penn Tool & Machin- 
ery Company, Danville, IiL.; Wil- 
lard-Anderson Company, Danville, 
tractor air pumps, and Bonnett 
Turkey Hatchery, Havana, Til. 


To Subways Advertising 


Maj. C. Tracy Smelzer, recently 
with the Army air force, has 
joined the sales staff of the New 
York Subways Advertising Com- 


pany. 


“Let’s 
go places 
together!” 


ANNOUNCES 


and almost 


CENTRAL 4894 


IGH SCHOOL students 
right now are making 
up their minds about where 
they are going. And they’re 
open to suggestions. ‘They 
want to know how you, the 
advertiser, can help them 
move along. And because 
their minds are open they'll 
remember what you tell 
them. Make lasting impres- 
sions from first impressions 
with 2,000,000 regular read- 
ers of Scholastic Magazines. 


SCHOLASTIC PUBLICATIONS 
220 E. 42nd St., New York 17, N. ¥. 


NORTH CENTRAL BROADCASTING 


THE CHAMPION OF THE WORLD 
Joe Palooka 


By Ham Fisher 


NOW AVAILABLE AS A RADIO SHOW 


a ready-made audience. 50-, 
read the comic strip, JOE 
be just as eager to hear his 
show you don’t have to sell! 
Your clients will be eager to put JOE on the pay- 
roll, selling milk, bread, good-will 
every other commodity and service you can think of. 


FOR AUDITION RECORDS, OPTIONS, AND DETAILS, WIRE, PHONE OR WRITE 


NORTH CENTRAL BROADCASTING SYSTEM, INC. 


360 NORTH MICHIGAN AVENUE CHICAGO 1, ILLINOIS 
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Auto Makers’ Promotion 
Stymied by Labor Trouble 


Announcement Copy 
Delayed by Majority 
of Industry Units 


Detroit, Sept. 27.—The labor 
difficulties besetting automobile 
manufacturers have already upset 
advertising plans and if continued 
much longer will definitely act to 
stymie the product advertising 
and sales promotion programs 
which they and their advertising 
agencies have been readying, in 
the opinion of sales and advertis- 
ing executives here. 

Optimistically, they expect little 
disturbance of long-range sales 
and promotion plans, but as one 
man put it to ADVERTISING AGE: 
“If there is going to be any shut- 
down in production”’—and he was 
speaking about a major automo- 


bile producer—“it follows that 
there can only be a shutdown in 
advertising.” 


Programs Being Shelved 


Threats by leaders of the United 
Automobile Workers-CIO of com- 
pany-by-company shutdowns un- 
less components in the industry 
accede to their demands for a 30% 
increase in wages are casting a 
pall over the activities of sales 
and advertising managers. Their 
programs, set up and waiting only 
to be put into motion, stand a 
good chance of being shelved until 
such time as the green lights are 
flashed by their respective pro- 
duction department heads. 

Thus far, Chrysler Corporation 
is the only big company in the 
industry to square off with rep- 
resentatives of the UAW in nego- 


tiations on increased wage de- 
mands. As the conference began 
today, the union’s spokesman for 
80,000 Chrysler workers’ an- 
nounced that a petition for a 
strike vote had been filed with the 
National Labor Relations Board, 
under requirements of the Smith- 
Connelly Act, and that the vote 
would take place in 30 days. He 
indicated, however, that a strike 
would not actually be called un- 
less wage negotiations reached a 
breakdown stage. 


Further Trouble Possible 


General Motors Corporation, 
logically the biggest target in the 
UAW drive for increased wages, 
has as yet given no sign of the 
steps which it may decide to take 
in the current dispute. The NLRB, 
meanwhile, has already fixed Oct. 
24 as the date for the balloting 
of a strike vote in 96 General 


Motors plants throughout the 
country. Its position in the pro- 
duction picture indicates’ that 


some “sparring” with the UAW 
will begin soon. 


Ford Motor Company, which 


HOW MANY DIESELS 


Imagine the demand... here 


much Diesel dredging will be required to 
clean harbors and inland waterways. Here 
in the United States, every port has plans 
for dredging, for widening and for harbor 
installation, to make our Merchant Marine 


system the greatest shipping power on 


earth. 


- 


and abroad, 


Orient. 


wn 


FOR DREDGING? 


interested in such Diesel equipment. The 
readers of “DIESEL PROGRESS” are the 
men who will make the purchases in to- 
morrow's world. They are the men you 
want to reach with your message. They 


buy for the U.S.A., Europe, Asia, and the 


“DIESEL PROGRESS” 


reaches all the contractors 


A few of the 
industries served 
by Diesel Progress 
include the 
following: 


general 


Dairies 
Ice plants 


Air-Conditioning Plants 
Bus companies 
Consulting Engineers 
Contractors road and 


Engine manufacturers 
Government officials 


Industrial power users 
Irrigating projects 
Logging companies 


a 


Mines 
Municipalities 
Naval architects 

Oil drilling contractors 
Quarries 

Railroads 

Ship operators 
Shipyards 

Tractor users 

Truck fleet operators 
Utility companies 


tnd Published by 


REX W. WADMAN 


was forced to halt production 


Sept. 1 due to strikes affecting 
some 20 suppliers of essential 
parts, has also been confronted 


with the union’s wage demands 
but so far hasn’t discussed or 
answered them. 


Ford Announcements Cancelled 


Not yet in production of its 
Mercury and Lincoln automobiles, 
the company had succeeded in 
manufacturing only 2,312 Fords 
when lack of supplies closed down 
its assembly lines at River Rouge 
and other plants in the country. 
As a direct result, the national 
public showing of the 1946 Ford 
in the company’s 6,000-odd deal- 
ers’ salesrooms had to be post- 
poned indefinitely. The showing 
had been planned originally for 
Sept. 21. 

“This consequently necessitated 
the cancellation of announcement 
ads which had been scheduled for 
insertion in newspapers on that 
date,” Ben Donaldson, Ford ad- 
vertising manager, told ADVERTIS- 
ING AcE. “In addition, it caused 
the substitution in magazine 
schedules of our current ‘There’s 
a Ford in Your Future’ campaign 
for announcement copy. 


Newspapers Hit Hardest 


“We are going ahead with our 
advertising planning, but while 
we probably will not cancel any 
advertising contracts it may be 
necessary to cut back on some of 
our schedules.” 

Newspapers, apparently, are to 
be the most affected if the wage 
disputes are stretched out for any 
length of time. 

Dodge division of Chrysler 
Corporation, for example, which 
is currently running pre-an- 
nouncement advertising in na- 
tional magazines (copy planned 
for October insertions will show 
its new car sans body, sans grille), 
as well as GM’s Chevrolet divi- 
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sion, both have been plann 1, 
substantial use of newspap rs 
throughout the country to én- 
nounce their new 1946 models. 


Buick Postpones Ads 


Buick, which has been expe :t- 
ing to start initial production of 
its mew cars on Oct. 7, deciced 
today to delay announcement «4- 
vertising, originally scheduled + 
be carried by approximately 2,.\0 
newspapers between Oct. 14 and 
21, until well into November. <\- 
though it is now extremely doubt- 
ful that initial output will start 
on schedule, the division’s pub- 
licity will probably be unwrapped 
on the original date. 

Liberal use of newspapers has 
also been planned by Cadillac for 
“spot” announcements in each |o- 
cality where and when its dealers 
may be ready to display the ney 
cars to the public. The division 
a few days ago revealed its 1946 
model, which embodies 63 im- 
provements, by far the most 
changes it has ever offered in a 
new model. 

The problems of distribution 
to different sales areas will call 
for the “flexibility and precision” 
of newspaper advertising, it was 
stated by Charles H. Betts, Cadil- 
lac merchandising manager. 


Cadillac Uses Dailies 


“The psychological disadvan- 
tage of national announcement 
advertising appearing before the 
distribution of new cars was com- 
pleted is evident. As a result, we 
have decided to call upon news- 
papers in each town when the 
Cadillac dealers of that area are 
ready to display them. 

“The value of magazine adver- 
tising has long been apparent to 
Cadillac and it will continue to 
be used. But in operating upon 
such a close schedule, we chose 
newspapers as the perfect sup- 
plement to national advertising 
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IS A 
SURER, MORE ECONOMICAL METHOD 


Leading industrialists have used informative movies 


for many years... 


for pictures make a permanent im- 


pression not quickly forgotten. This speed and certainty 
of film as a retentive factor in the dissemination of 
facts, is your assurance of a greater audience. 


Here is the most economical medium of telling your 
story with the best results. The time to tell it, is NOW! 


We are proficient in the making of special films. 
us know your problem—we will quote you 


q prices, with no obligation on your part. 


aK 


FILMCRAFT 


207 W. JACKSON BLVD, + CHICAGO 6, 
Division of SOUNDIES DISTRIBUTING CORP. OF AMERICA, 
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‘Balussolia Leaves WPB 


iMppeals manager for New York 
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pecause of their speed and ability 
» handle “precision” advertising 
yon short notice. Beyond this, 
ve Were further influenced by 
ne fact that this year—perhaps 
never before—new cars are 
ews in every sense of the word 
md, appropriately, the place for 
ews is in a newspaper.” 
What the industry generally will 
i about the UAW’s wage ulti- 
tum is yet to be brought out. 
tis considered impossible for any 
gympany to absorb further wage 
mcreases without reflecting them 
mn prices, however, 


EO OPENS BRANCH 

Lansing, Mich., Sept. 25.—As 
n initial step in a postwar ex- 
ansion program to augment the 
keo Motors sales and service net- 
ork of “strategically located” 
actory branches throughout the 
jnited States and Canada, the 
mpany has established a new 
actory-operated branch at Al- 
pny, N. Y. 

“Opening of this newest Reo 
actory branch,” said Don Streeter, 
eneral sales manager, “is in line 
vith a long-established policy of 
cating branches where they may 
be of greatest. assistance and con- 
enience to Réo distributors, deal- 
rs and operators. Our standards 
f after-sale service, highly de- 
eloped by Reo during the past 
) years, now assist us in our 
resent program of adding many 
ew dealers to expand the dis- 
ribution setup as required by 
he planned increase in produc- 


ion.” 


SES FIBER GLASS 
Detroit, Sept. 26—The new 


baham-Paige automobile will 


‘Btilize fiber glass throughout the| 


mtire body, 
iis week. 


it was reported here | 


o Head Research Group 
P. L. Salussolia, WPB regional 


tate and northern New Jersey, 
as resigned after four and a half 
ears of government service. He 
il head Product Engineering & 
esearch Corporation, a new) | 
roduct - research, development 
id design organization which 
ill serve smaller manufacturers, 
ith offices at 165 Broadway, New 
rk, 
Mr. Salussolia will also act as 
anager of a new industrial engi- 
ering group, located at the 
me address, specializing in re- 
nversion of war industries with 
ecial emphasis on meeting post- 
ar conditions created by govern- 
ent controls and labor demands. | 
ctive in this organization are 
ree New York companies: 
enry Polen Engineering Com- 
ny; Apex Tool & Engineering 
bmpany; Polhemus & Coffin, and 
Salussolia’s new Product En- 
neering & Research Corporation. 


indorra Station Gets Set 


Radio Andorra, which had 
anned to go on the air Sept. 1 
the first radio station in Europe 
fering sponsored programs, will 

t begin broadcasting until Oct. 
because of technical problems. 
tograms in French and Spanish 
ill be broadcast from the tiny 
tion on the French - Spanish 
rder, 
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Marks 25th Anniversary 


Indemnity Insurance Company 
of North America, New York, 
through Alley & Richards, Ine., 
scheduled 560-line space in the 
New York Journal of Commerce 
the week of Sept. 17 to announce 
its 25th anniversary. Copy de- 
scribed the company as “Amer- 
ica’s youngest leading stock casu- 
alty company .. . affiliated with 
America’s oldest stock fire and 
marine insurance company.” Full 
pages also were scheduled for 
Newsweek, U. S. Investor and a 
list of banking publications. 


Miss Oberling Joins NCBS account, The Tisdales, grower of 


7 : Croft Easter lily bulbs, Brookings, 
Eileene Oberling, formerly as-|Ore., will expand its advertising 
sistant program director of WIND, /nationally in November using 
Chicago, has joined North Central! garden sections of newspapers, 
Broadcasting System, Chicago, as|home and garden magazines, trade 
publicity-promotion director. She} publications and direct mail. 
is also in charge of the new radio 
serial, “Joe Palooka,” recently 


purchased by NCBS. 
Irving G. Moore has joined the 
Segar Adds Account editorial staff of Hitchcock Pub- 
Roscoe W. Segar, Advertising, |lishing Company, Chicago, work- 
Portland, Ore., has added the ac-|ing on the company’s metalwork- 
count of Northwest Machine/ing and woodworking  publica- 
Works, Portland. Another Segar | tions. 


Moore to Hitchcock 


67 


Ramey Joins Cyanamid 
George C. Ramey, recently re- 
leased from active duty as a lieu- 
tenant in United States Naval 
aviation, has been appointed ad- 
vertising manager and director 
of promotion and _ publicity of 
the textile resin department 
of American Cyanamid Company. 
Previously he was with Clarence 
Whitman & Sons as sales manager 
of the Lace Mfg. Company, 
Wilkes-Barre, Pa., and before that 
promotional sales supervisor of 
the manufacturing division of 
Marshall Field & Co., Chicago. 


EXCLUSIVE “AD-ITORIAL” SCOOPS 


77 BUY-LINES | 


IN 60 LEADING NEWSPAPERS 


een EAST CENTRAL GROUP 


Papers in which BUY-LINES 
FOR MEN ONLY now appears. 
Southern and Pacific Coast 
Papers to be added later.) 


Americans * 


COLUMNS 


= For MEN 
For WOMEN 


featured | 


Cleveland Plain Blane 

St. Louis Globe-Democrat 
*Boston Post : 

Pittsburgh Press — 
*Washington Star 
*Minneapolis Tribune 
*Cincinnati Enquirer 
*Indianapolis Star 
*Buffalo Courier-Express 


Rochester Democrat & 
*St. Paul Pioneer Press 
*Des Moines Register 
*Kansas City Star 
*Milwaukee Journal 
*Omaha World-Herald 
“*Columbus Dispatch 
- *Toledo Times > 
Springfield Union & 
_ *Worcester Telegram b: 
_ Portland Sunday Telegram (ME.) ; 
“*Bridgeport Herald a: 
*Syracuse Herald-American © 


oe News 


New Orleans Times-Pic 

Houston Chronicle 

Atlanta Journal eee 5 
Dallas News 

Memphis Commercial paneer 
Birmingham News & Age-Herald 

- Richmond Times-Dispatch 4 
Miami Herald ate 
‘Neshville Tennessean — 
Charlotte Observer ede. 

_ Norfolk Virginian-Pilot ~~ oe 
' Ledger-Dispatch (Sun. ‘& Tues.) 
San Antonio Express 
Ft. Worth Star-Telegram 

_ Florida Times-Union 

(Jacksonville) 

Chattanooga Times — 
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Quickly Converts SELL-LINES é«¢o BUY-LINES 


Exclusive Product Franchise to 13,206,723 Circulation 
2. Proven High Readership at Low Cost 
3. Third-Person ‘‘AD-ITORIAL”’ Endorsement 


1 Madison Ave., 


New York 16, N. Y. © 360 N. Michigan / 


byNonersone = BUY -LINES ities 


235 Montgomery St., San Francisco. 4, Calif. 
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This is Thom McAn’'s 
little friend, “Silent 
H". (The H in Thom 
: McAn is silent, but 
Ray the value speaks 
out loud!) 


en eeee ar & DARA AS Rr 


“Thom McAn” is more than a favorite shoe-brand in millions of American homes... it is the name 
of a very unusual young chap who lives and breathes as a “comic-strip’’ hero. Thom and his jet-pro- 
pelled bazooka-shoes meet (and master) many strange and wondrous menaces every month in THE 


NATIONAL COMICS GROUP. 


Utilizing the powerful appeal of continuity advertising, the Melville Shoe Corporation, who manufac- 
ture and market Thom McAn shoes, make plenty of sales through THE NATIONAL COMICS GROUP... 
blanket 9 out of 10 families with children in the 8-to-20 age bracket. Little wonder that more and more 


astute national advertisers appear regularly... 


ae ial 


e National Comics Group 


rf ACTION (OMICS BATMAN FUNNY STUFF SENSATION COMICS 
= ADVENT COMICS BOY COMMANDOS GREEN LANTERN STAR SPANGLED COMICS 
ie ALL AMEHSPAN COMICS BUZZY LEADING COMICS SUPERMAN 
a ALL FLAS COMIC CAVALCADE MORE FUN COMICS WONDER WOMAN 


WORLD'S FINEST 
COMICS 


DETECTIVE COMICS 
FLASH COMICS 


MUTT AND JEFF 
REAL SCREEN COMICS 


The National Comics Group is currently comprised of 23 out- 
standing comic magazines which carry this symbol on their 
covers as identification of the best in comic reading. 
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advertising Age, October 1, 1945 


the Creative Wan Corner 


No business in America, we were told 
he other day, is harder to break into than 
he advertising business. And no part of 
t seems to offer more difficulties than the 
opy departments. 

Perhaps this is so. 

But we happen to know a number of 
young men and women who have got into 
opywriting with remarkable ease and 
ith almost immediate success. 

A friend of ours hired one of these only 
he other day. 

Part of his history was the history of 
pvery aspiring writer. He had edited his 
igh school weekly. He had worked on 
is college daily and helped write the 
fenior Play. He had majored in English 
n a liberal arts course, and he had got 
an A.B. 

Then this young man got a lucky break. 

He got a summer job in a gasoline sta- 
10n. ‘ 

It was a super super-station, leased out 
by one of the Big Companies. It paid 
ommissions on lub jobs and washes and 
ires and batteries, and new customers 
pained through credit cards. This filling 
station operated on Salesmanship, 

It took the Company plans and used 
hem. 

It backed up the advertising with 
heerful service and friendly help and 
areful attention to every little detail. 
And it sent the boys out to ring door- 
ells after the afternoon shift—to try to 
ind new customers. 


) ou Ought toKuow . 


For a long time it appeared as though 
Bob Hardt was going to retain perma- 
hently the title “The Youngest.” He has 
been, in his time, the youngest member 
of the State Board of Pharmacy Exami- 
bers, the youngest field 
upervisor of E. R. 
Squibb & Sons, and 
he youngest hospital 
flepartment manager 
ff the company. 

His present job as 
ice-president and di- 
ector of advertising 
ind «sales promotion 
onsists not only of 
romoting sales of 
lentifrices and med- 
cine cabinet products, 
but some 400 other products in the eth- 
‘al drug specialties field, ranging from 
scorbie acid to zinc insulin. Further- 
hore, with one exception, similar prod- 
bcts are marketed by several other drug 
ouses in the country and each of these 
meet certain official standards. Thus 
hey are equivalent except for the name 
IN some cases. 

How to sell a doctor or a pharmacist 
s Bob’s big problem today. He cannot, 
br example, use copy which says that 
Kquibb penicillin is better than all 
thers, or that Squibb aspirin is more ef- 
ective. But he can, and does, see that 
quibb promotion, product development 

d research are more coordinated and 
hat they move ahead of competition, 
nd he uses salesmanship in many other 

ays. 

When penicillin was first released for 
ivilian use, he sponsored the idea of 
hioping the drug by air freight to vari- 
us parts of the country so that there 
"ould be no delay in distribution. This 
the first shipment by air freight in 
country and this fact was made 
nown to the public as well as to the 
rade, 

It is his theory that copy aimed at 

tors must not talk down, but can still 

e interesting and readable, and not too 
ec nical. Many medical terms, although 
an iliar to the medical student, may 

slipped the memory of a doctor 
has practiced for 20 years. 

For this reason, many products are 
’-n trade names rather than advertised 

their generic or descriptive names. 
trade name is often easier to re- 

e aber, reasons Bob, who has coined 11 


Robert A. Hardt 


i= 


Our young man found quite a few. In 
fact, the company supervisor began to 
talk about leasing him a station of his 
own. They needed operators who could 
sell. 

But while this young man was thinking 
about it, and looking at the long way up 
—since he didn’t mean to run a filling 
station all his life—Uncle Sam stepped 
in and put him in a khaki suit. And he 
just got out. 

Now, obviously, a year in a gasoline 
station and three years in uniform are 
something less ‘than just the perfect back- 
ground for a copywriter’s job. However, 
two things had happened to our young 
man that made them more than adequate. 
First of all, he had found out that sell- 
ing was a very important business—even 
in a filling station, and also that it was a 
lot of fun. Second, he had found out in 
the Army that it takes a lot of different 
kinds of people to make up the world, and 
he found out what some of them need 
and want—and why. 

The moral of this story is simply that 
almost any kind of successful personal 
selling experience, and almost any broad 
experience with people adds a plus to 
writing talent that makes it irresistible. 

The great trouble is half of the starry- 
eyed kids who come looking for jobs 
picked out advertising because they say 
they hate to sell. 

They think advertising is only a busi- 
ness of bright ideas and beautiful pic- 
tures and words. 


e e Robert A. Hardt 


of them to date. For example: Parento- 
sol-B is the name for parenteral solu- 
tions of B vitamins. Parenteral is a 
word the doctor knows to mean admin- 
istration other than orally. In the con- 
sumer field, his latest baby is the Angle 
toothbrush, behind which Squibb is get- 
ting set to increase its advertising 
budget. 

There are no official statistics on the 
number of advertising directors of cor- 
porations who had never had direct 
contact with advertising before their ap- 
pointments but Bob is probably one of a 
select group. Even more select is that 
group of advertising directors who can 
fill a prescription. 

Bob Hardt played with a mortar and 
pestle before he played with toys. The 
son of a retail pharmacist, he was born 
in Friend, Neb., in 1900. From there the 
family moved to Hastings, where Bob 
went to grammar school. He spent most 
of his spare time in the drug store until 
he joined the army in 1918. 

This period, spent in the medical de- 
partment, more than anything else in- 
fluenced his life. He was assigned to a 
general hospital laboratory where he 
worked in various departments. At one 
time he was in charge of a dispensary 
serving 2,400 patients. 

This large-scale compiling of pre- 
scriptions from prime ingredients awak- 
ened an interest in the manufacturing 
end of the drug business, an interest 
which was destined to reveal itself again 
several years later. 

At the end of World War I, he went 
to the University of Nebraska, where he 
majored in pharmaceutical and biolog- 
ical courses. His army laboratory ex- 
perience proved valuable when, in his 
freshman year, the instructor asked him 
to set up a particularly complicated ap- 
paratus. At the end of 10 minutes, Bob 
had his set up, but all the other students 
were still struggling with their problem. 
“Naturally,” he says, “I never told the 
instructor where I learned how.” 

In 1922, he graduated as a Ph.G. and 
after becoming a registered pharmacist 
with top honors in the state exams, went 
to work in one of his father’s drug stores, 
an association which lasted, off and on, 
for three years. In 1925, the governor 
of Nebraska appointed him to the State 
Board of Pharmacy Examiners. 

While on a trip east to attend a con- 
vention, he was shown around the 


‘ Cenk ee 


OTHER FEATURES 


Squibb Laboratories and was so im- 
pressed that he decided to forsake Ne- 
braska and enter the manufacturing 
business. 

He was about to enter the employ of 
a surgical supply house in the East when 
he was stricken with an appendicitis at- 
tack. He insisted upon being taken to 
Philadelphia, where he had friends, and 
after spending a little time there he ap- 
parently recovered. He left Philadelphia 
for the Middle West and enroute to Chi- 
cago, his appendix burst. He was taken 
off the train at Fort Wayne, Ind., and 
after recuperating from the operation, 
proceeded on his way. 

The idea of becoming associated with 
a manufacturer was still on his mind. He 
went to see the division manager of 
Squibb and was hired as a salesman for 
the Des Moines territory. He took it in 
spite of the fact that his salary was 
lower than what he was making in Ne- 
braska. As a cub salesman, his first year 
out, he exceeded previous sales by 25%. 

One of his prospects was a particularly 
tough pharmacist known throughout the 
trade as a tough man to sell. Bob came 
in and was introduced to everyone in 
the store. The porter was introduced as 
head of the sanitation department, the 
stockroom boy as head of the stock de- 
partment, and so on up and down the 
line. Bob’s embarrassment was not less- 
ened when, after making the rounds 
the owner closed his sample case, handed 
it to him and said, “Very nice to see you, 
but our policy is not to buy anything on 
a salesman’s first trip,’”’ and ushered him 
out to the street. 

Once there, Hardt thought a couple of 
seconds, turned on his heel and re-en- 
tered the store. The owner had hardly 
time to recover his equilibrium when 
Hardt said, “How do you do Mr. X, it’s 
so nice to be back in your town for the 
second time.” He got the order, and the 
story spread throughout the state. 

Two years later he was branch man- 
ager in Chicago, and for a number of 
years thereafter was field supervisor of 
salesmen in 14 states. In 1936 he came 
to New York as manager of the pharma- 
ceutical and hospital division and later 
directed sales promotion of professional 
products. 

His next job was director of product 
development and as evaluator of prod- 


ucts, he worked with the director of re- 
search. It was in this capacity that he 
made a report, in 1941, on penicillin. The 
wonder drug was then in the experi- 
mental stage and hardly anyone knew 
anything about it, but his first report de- 
scribed its potentialities and recom- 
mended that research be pushed to the 
utmost degree. In part, the report said, 
“this is the most promising of the anti- 
biotic agents.” 

Today, as vice-president and director 
of advertising and sales promotion, he 
also evaluates new products. Latest brain- 
child is Introcostrin, a drug derived from 
curare, known to most people as a deadly 
poison. The new drug, however, was 
presented to Hardt by a botanist as hav- 
ing possible value in the treatment of 
spastic cases. Today, it is widely used 
for softening the convulsions of shock 
treatment in schizophrenia, as an adjunct 
in anesthesia and, the latest use, in the 
symptomatic treatment of polio where 
spasticity exists. 

Now Hardt is excited about the possi- 
bilities of streptomycin, the new drug 
which may provide a cure for many dis- 
eases not helped by penicillin. He hopes 
that the trade will not go overboard on 
these products as far as self-medication 
is concerned. This, in his opinion, would 
be dangerous because only a physician 
can judge just how much penicillin to 
administer. Too little would defeat the 
purpose, as it would only set up a toler- 
ance, 

Married in 1927, he now has two sons, 
Robert C., 17, and John, 10. He is fond 
of gardening and fishing and does some 
sailing. His outside interests, however, 
coincide fairly well with his business. 

He is a member of the National 
Pharmacy Committee on Public Informa- 
tion and has contributed to the Ameri- 
can Journal for Pharmaceutical Educa- 
tion and the N.A.R.D. Journal. He still 
lectures and often appears on the pro- 
gram of state association and university 
refresher courses and symposia. 

Tall, genial Bob Harct isa stickler 
for detail and likes to know what he’s 
talking about before he speaks. All of 
which probably goes back to the time 
he was compounding prescriptions, when 
a slip might be fatal. A slip today would 
not have that effect, but Bob is taking 
no chances. 


Vhe Pay ~ Of; f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW MANY NAMES SHOULD YOU 
USE ON TEST MAILINGS? 


Will a mailing of 1,000 letters to a list 
of 100,000 names give you a fair test of 
that list? 

Are the results from a 5,000 mailing 
more dependable than from a 1,000 test 
mailing? 

Should tests be split up equally and 
mailed to a number of states to get a 
fair cross-section of the list? 

Do large cities pull better than small 
towns? Faster? 

These questions are but a few of the 
many problems direct mail operators 
face today with rapidly changing busi- 
ness conditions and shifts in population. 

In a discussion of the situation with 
Harry D. Kline, advertising manager of 
Alexander Hamilton Institute, which 
mails approximately 1,500,000 letters an- 
nually, Mr. Kline explained that they 
consider a test of 5,000 letters thoroughly 
dependable. 

However, Mr. Kline always uses quali- 
fied lists. Each list must meet these 
requirements before it is even consid- 
ered for a test. First, the list must be 
made up of men between the ages of 24 
and 45 years; second, the prospects must 
reside in towns of 40,000 population or 
over, where their sales representatives 
can contact those inquiring; third, the 
prospects must be men in_ industry, 
rather than in retail business; and 
fourth, the prospects must be above the 
average in purchasing power and educa- 
tion. 

With tests qualified by this process, 
Mr. Kline has found that large mailings 


based on 5,000 tests always come through 
satisfactorily. 

Robert Collier, well known direct mail 
expert, feels that tests of 1,000 letters 
will give a satisfactory indication of the 
responsiveness of any list. However, 
Mr. Collier does not mail any list on the 
basis of only one test. If the original 
test comes through, or looks promising, 
he re-tests the list with 10,000 to 25,000 
more letters for a confirmation of his 
original test. By using tests of 1,000 let- 
ters instead of 5,000 or 10,000, Mr. Col- 
lier reduces his losses on tests to a min- 
imum, 

At Newsweek, Frank Ware, circulation 
manager, never tests less than 10% of a 
list, regardless of its size. To qualify his 
lists, Mr. Ware confines his mailings to 
cities showing the greatest economic ac- 
tivity and stability. 

In a recent campaign Newsweek con- 
centrated its mailings in 123 markets 
showing the greatest increase in popula- 
tion, the largest growth in retail sales, 
and the largest volume of war bond pur- 
chases, 

But their selection did not stop there. 
By using the statistical information 
gathered block by block by the U. S. 
Census Bureau, it was possible to select 
prospects in the better residential sec- 
tions according to rentals and home own- 
ership. 

According to Mr. Ware, their mailings 
always pull approximately the same 
percentage as their tests. 

To eliminate the hazard of mailings 
pulling less than tests, qualify your lists 
carefully and don’t allow too much time 
to elapse between test and mailing 
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OPPORTUNITY 


FOR 
Advertising 
Manager 


(Some Mail-Order Experience) 


One of the leading firms in the 
new, industrial, postwar South, a 
concern widely known for _ its 
young, progressive management, 
its enlightened personnel-policies, 
and the unusual opportunities it 
offers to men of ability, needs an 
Advertising Manager. 


There are no restrictions as to 
age, experience, or education... 
and the salary is open. The re- 
quirements are chiefly executive 
ability — necessary to organize 
your department and your rela- 
tions with the Company's adver- 
tising agency so as to produce a 
volume of work on definite sched- 
ules—and a decided liking and 
aptitude for mail-order copy and 
techniques. 

This firm sells around two-million 
dollars’ worth of building-material 
per year to farmers and rural 
property-owners by straight mail- 
order methods. In recent years, 
it has branched out as an indus- 
trial manufacturer on a wide scale, 
requiring steadily increasing 
amounts of publication, newspa- 
per, and radio advertising. 


To a man of ability and vision, 
this is an unusual opportunity. This 
firm is going places. The top 
executives are a young, friendly 
bunch, gathered from all sections 
of the country. . . . Living-condi- 
tions are extremely pleasant . . « 
and your salary will include a 
yearly bonus and a profit-sharing 
arrangement. 


Drop a line today, to Box 6261, 
Advertising Age, 330 West 42nd 
St., New York 18, N. Y. 


WANTED! 


Topflight Fashion Promotion 
Woman! 


Our clients, The St. Louis Fashion Crea- 
tors, an organization made up of the im- 
portant ready-to-wear manufacturers of St. 
Louis, wish to obtain the services of a 
fashion-wise woman who understands pub- 
lic relations and publicity. This is a 
market promotion job that offers an out- 
standing opportunity for the right person 
who has a keen nose for the dramatic 
and who knows how to achieve unusual 
printed and oral publicity. This woman 
will be important enough to meet and 
talk with America's important merchants 
and smart enough to see that every pub- 
licity avenue is crowded with the story of 
St. Louis fashions. 


A permanent job with ® gee future 
awaits the proper person. rite, stating 
your age, experience and all pertinent 
details, including salary desired. 


THE MAURICE LIONEL HIRSCH 
COMPANY 


316 North Eighth Street 
St. Louis |, Missouri 


Advertising Sales Manager 
wanted for merchandising 
business paper. Must have 
successful experience in sim- 
ilar fields. Successful adver- 
tising executive will find this 
an attractive opportunity. 


Box 6264 ADVERTISING AGE 
330 W. 42nd Street 
New York 18, N. Y. 


THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” ‘Representatives Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. 
Wednesday noon preceding publication date. 


Terms cash with order. 
Display advertisements take card rates. 


Forms close 


HELP WANTED 


HELP WANTED | 


COPY MAN who can also do rough 
layouts wanted. Broadside and cir- 
cular layout and copy experience 
necessary. Baby chicks and hybrid 
corn farm paper and printed litera- 
ture our specialty. Good salary plus 
real future for right man. France- 
Duff Advertising Agency, 1904 Far- 
nam, Omaha 2, Nebraska. 
POSITIONS OPEN 
With agencies, advertisers, publish- 
ers and in radio for both men and 
women. 
No obligation to register. 
FRED J. MASTERSON 

ADV. & PUB. PERSONNEL 

185 N. Wabash Ave. Chicago 
Automobile manufacturer wants dis- 
trict sales representatives with five 
years or more experience in whole- 
sale automobile operations for dis- 
tricts in several parts of country. 
High school education. Age 30-45. 
Traveling expenses and factory car 
furnished. 

Box 7621, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Large auto manufacturer needs men 
with thorough mechanical and pleas- 
ing personalities to advise dealers 
on service and merchandising prob- 
lems. Age 25-43. Liberal salary. 
Traveling expenses paid. 

Box 7622, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Wanted: Sales Advertising Manager. 
Well established proprietary, sell- 
ing both through wholesalers And 
through small-town drug store agen- 
cies who buy direct, has wonderful 
opportunity for experienced man. 
Must be successful letterwriter as 
most orders are solicited by mail. 
Must be careful in watching and 
interpreting records of advertising 
and sales. Copy now running in 
some 1700 newspapers. Very little 
traveling. Headquarters in St. Paul. 
Write thoroughly, stating experience 
and salary and bonus desired. O'Neil, 
Larson & McMahon Adv. Agency, 230 
N. Michigan Ave., Chicago 1, Ill. 
Directory and Magazine space sales- 
man to manage publication in the 
Automotive Field. Salary, expenses 
and percentage of profits. Excellent 
opportunity for right man. Write 
giving qualifications. 

Box 7658, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
COPYWRITER 
Growing AAAA Philadelphia Agency 
offers excellent opportunity for 
young man or woman who can write 
hard-hitting selling copy for retail 
merchandise accounts. Experience 
in Department Store and other re- 
tail selling desirable. In reply, state 
age, background, experience and 

salary desired. 
30x 7650, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
EDITOR—A food publication is seek- 
ing an editor; preferably one with 
knowledge of organic chemistry. A 
permanent position for one with ini- 
tiative and ability to represent the 
magazine in producton groups. Some 
traveling. Give complete history, 
salary expected, and enclose photo. 
Box 7672, ADVERTISING AGE 
100 E. Oho St., Chicago 11, Il. 


Wanted—young man 25 to 40 with 
advertising and editorial experience 
to help sell advertising and edit long 
established business publications. 
College graduate preferred. Give 
full particulars and send photo. 

30x 7628, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
All types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


Artist wanted for lettering—layouts 
— illustrations for national advertis- 
ing accounts in large eastern art 
studio. Write giving age, experi- 
ence and salary. 

Box 7673, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
The Louisville Courier-Journal has 
a permanent position with a real 
future for an experienced advertis- 
ing copy and layout man with abil- 
ity to plan and execute sales presen- 
tations for both retail and local 
general accounts. The man who gets 
this job will be WORKING copy 
chief of a stream-lined production 
operation within the newspaper ad- 
vertising department. Ability deter- 
mines salary. Write Garrett Noonan, 
Advertising Director, Courier-Jour- 


nal, Louisville, Kentucky. 
ART DIRECTOR—Tired of doing 
things the other fellow’s way? 


Here’s the finest Agency Art Di- 
rector job in the South with one 
of the South’s leading agencies pos- 
sessing a reputation for doing out- 
standing work for every client. Con- 
genial associates, a good city to 
live in, and a future that’s just 
about anything you want to make 


it. The man we want must be an 
excellent general artist—good on 
figures—strong on layout. He must 
have executive ability. He must 


know how to do things himself and 
how to do get things done. He must 
have a pleasing personality, and the 
ability to get along with people. So 
called “temperament” has no place 
in this organization. If you’re the 
right man, this is the last time 
you'll scan the classified. This is a 
permanent connection. Write fully, 
giving experience, salary expected 
and when you will be available. We 
need you quickly —we can assure 
you fast action from this end. If 
you can interest us, we'll wire for 
samples. Some well-rounded, capable 
man with his ear to the door will 
realize this is Opportunity knocking! 
Box 7665, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING EXECUTIVE 
A large St. Louis Shoe concern with 
extensive distribution expending ap- 
proximately $1,000,000 a year for 
magazine, newspaper and trade pa- 
per advertising has position open 
for assistant advertising manager. 
Person with shoe advertising experi- 
ence preferred, however, applicants 
with fashion experience will be 
given full consideration. Excellent 
opportunity to be associated in ex- 
ecutive capacity with a reputable 
progressive concern and for future 
advancement. 


Write Box 7675, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
giving full and complete informa- 
tion on present and past experience, 
age and salary expected. All in- 
quiries will be kept in strictest con- 
fidence. 


ARTIST 

Advertising display design and lay- 
out for big name accounts in apparel 
field. Excellent salary, moving ex- 
penses. This organization young, 
aggressive, and medium-size. L. A. 
Sauer, Display Corp., 357 E. Erie St., 
Milwaukee 2, Wisconsin. 


IN CHICAGO 


Public Relations 


Director 


Well established agency in New 
England doing research in field of 
taxation and governmental adminis- 
tration has opening for a man to 
handle public relations and public 
education program. Includes prepa- 
ration direct mail, newspaper releases 
and contacts, meetings and confer- 
ences. Good educational background 
essential. State salary. 


BOX 6265, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Ill. 


is naturally planning an 


New York. 


'<Ask Mr. Foster 
aie et *: e/ Soule 4, [ne 


EXPANSION PLANS REQUIRE 
SERVICES OF ADDITIONAL 
FIELD SALES REPRESENTATIVES 


HE organization back of the best known 
phrase in the travel field, “Ask Mr. Foster, | 


Provision must be made to handle the tremendous 
demands of post-war travel. 
| perience in any phase of the travel industry, adver- 
tising or selling, and believe you could sell the Ask 
Mr. Foster idea to hotels. transportation systems, 
communities, ete.. in the territory centering on 
Chicago. write giving complete details of your ex- 
perience, age, present connection, salary require- 
.. to Ask Mr. Foster Travel 
Service. Inc.. 30 Rockefeller Plaza. New York 20, 


ments. future outlook, ete 


TERRITORY 


expansion of its services. 


If you have had ex- 


HELP WANTED __. 
FURNITURE ARTIST—An opportu- 
nity to join the staff of one of Amer- 
ica’s best Furniture stores and to do 
outstanding work in the home fur- 
nishings field. The position is a 
permanent one for a first class, fully 
experienced furniture artist, man or 
woman. The working conditions are 
pleasant. For interview, at our ex- 
pense, write fully about yourself. 
Experience, education, age and pres- 
ent salary. If possible enclose sam- 


ples. Write to Publicity Director, 
Spear and Company, Wood Street, 
Pittsburgh, Pennsylvania. 


WANTED—EDITOR., For publica- 
tion addressed to truck owners. 
Knowledge of truck operation and 
trucking field essential. The man we 
want is capable of planning, writ- 
ing, editing high grade periodical 
for leading national advertiser. Un- 
usual opportunity with long estab- 
lished, well-financed Chicago organ- 
ization. Salary commensurate with 
ability and experience. Write in full 
confidence, including age, experience 
and salary desired. Our entire or- 
ganization knows of this ad. 

Box 7666, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


ADVERTISING REPRESENTATIVE 
One of the twenty largest business 
papers in advertising revenue in 
this country, and the largest in its 
particular field, has an opening in 
the middle-west for a representa- 
tive accustomed to plenty of travel 
and accustomed to, or capable of 
large earnings. Write in confidence 
full details of experience, etc. 

Box 7641, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Executive Assistant with five years 
advertising - promotion experience, 
college training, seeks challenging 
job with advertising agency. 

Box 7667, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
PRODUCTION MAN 
A young man, 33, with experience in 
all phases of mechanical production 
desires connection with good agency. 
Unusual knowledge of paper, typog- 
raphy and production methods. 

Box 7668, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


AD MAN WANTS 

TO MOVE SOUTH 
After 10 years’ experience in agency 
& newspaper contact, copy, layout, 
production, I’m ready to settle per- 
manently. What agency, retail store 
or newspaper in Florida or the 
Gulf cities can offer pleasant work- 
ing & living conditions and come 
near my present $5200 salary? 

Box 7669, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. 


ART DIRECTOR 
old veteran. Six years ex- 
perience. Layout, lettering, illustra- 
tion and ideas. 
30x 7670, ADVERTISING AGE 
100 EK. Ohio St., Chicago 11, Tl. 
Food and household products—tIdea 
and copy man now serving top man- 


29 yvear 


ufacturers wants new connection. 
Write. LL., 3023 Broadway, Chicago 
14, Ill. 

Experienced woman editor’ thor- 
oughly familiar with printing and 
advertising production based on 


printing plant and advertising agency 
work. 
Box 7676, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Magazine Promotion Man, I want a 
tough job selling magazines by mail. 
Can handle everything from original 
idea through rough layouts, copy, 
production, mailings. Know lists. 
Eleven years with one of America’s 
top mass publishers. Capable taking 
complete charge of department. Age 
37. University trained. Will be in 
New York October 15 and 16. 
Box 7671, ADVERTISING AGE 
___100 EF. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


Need Idens? A new approach? A 


new slant?’ Adv. copy that sells. 
Writer with mail order, agency and 
dept. store exp. wants free-lance 
work. 


Box 7674, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Do you like 
advertising? 


If you do, there is no place like 
a medium-sized advertising de- 
partment in a medium-sized city 
to really put your theories into 


practice. 


| 
The job open is that of assistant 
in the Advertising Department of 
the Hamilton Watch Company. 
| We are not looking for a high 
pressure, high priced sales execu- 
tive: we want a man of promise, 4 
man who will set his own course 
and follow it with vision and with 
energy until he gets there. Ad- 
| dress Service Manager, Hamilton 
Watch Company, Lancaster, Penn- 
sylvania. 


Advertising Age, October 1, 1:45 


PACKAGE GOODS 
COPY SPECIALIST 


AVAILABLE 
Because of an unusual situe. 
tion, a GOOD package 
goods man will be availabl- 
November Ist. Knows how 
to move products sold i, 
drug, grocery, cigar, liquor, 
stationery, variety, syndicate 
or hardware stores. Worked 
on over 25 drug products. 
Can "weasel" words without 
losing sales wallop. Eight 
portfolios of proofs. Salary 
open. 

Box 6269, Advertising Age 
330 West 42nd Street 
New York 18, N. Y. 


WANTED 
TRAINED AMBITIOUS 


WOMAN WRITER 


Real opportunity for alert career. 
minded fashion-conscious writer who 
knows retail selling and has proved 
ability for clear sound writing. Prefer. 
ably with trade or consumer fashion 
press reporting experience New York 
market. Job as big as you can make 
it. Address: Box 6263, ADVERTISING 
AGE, 330 West 42nd St., New York 
18, N. Y. 


wanted 


To 
Copy Writer 


4A agency wants men for top 
copy positions in its Pacific 
Coast and New York offices. 
Principal will be in Chicago 
beginning October 4 for inter- 
views. Box 6260, Advertising 
Age, 100 E. Ohio St., Chicago 
11, Ilinois. 


ADVERTISING SALESMAN 


Leading ABC trade paper in one of 
the nation's foremost industries has 
opening in New York for thoroughly 
competent and experienced advertis- 
ing salesman who has sold trade 
paper advertising and "knows his way 
around.” Excellent proposition for the 
right man. Background in radio ot 
allied industries desirable. Age 30 to 
35 preferred. Give complete details 
in first letter. 


BOX 6262, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ASSOCIATE EDITOR 


For trade publication. Good future for y 
man of creative ability who can write ea 
effectively yet simply. Must prepare mark»t- 


product analyses and translate technical 4 
into informative, inspirational copy. Kr wl: 
edge of makeup required State (1) ful 


record of past connections and salaries e 
(2) editorial and related experience (3) 
graphical data. 
BOX 6267, ADVERTISING AGE 
100 E. Ohio Street, Chicago Ii, Illin:'s 


—MARKET RESEARCH 
EXECUTIVE—AV AILAEL 


Thoroughly qualified, sales minded marketing 
man seeks opportunity to do constructive arly: 
sis and planning. Has record of suece 
achievement as Director of Research for A4A! 


Corporation; leading Management Conswu (a"% 
firm; outstanding media organization. Un ver 
sity teacher. Married, age 37. Salary ‘t 
|] sonable. 

Box 6255, ADVERTISING AGE 
| 330 W. 42nd St., New York 18, N. * 
| 


BUSINESS PAPER 
SALESMAN WANTED 


| Excellent opportunity for young ago’és 
| | sive man who can sell and knows hoy 
|] write good business letters. Experie 
|| with construction machinery and indus ‘2 
advertising helpful. 

BOX 6268, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Ill 
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hy Shouse Says WINS 
~ BBought by Crosley 
yT fcr Eastern Talent 


|the main floor. 


Benge Joins McCann 


Joseph B. Benge, for the past 
two and a half years in the copy 
department of Maxon, Inc., has 
joined the Chicago creative staff 
of McCann-Erickson, 


Department Stores Frozen food departments pre- ABC Names Jewelry’ 
Jewelry, published by Ellis 


vailed among 31% of the stores, | publications New York. has béen 


Use Dailies to | with a planning definitely to| elected to membership in the 
#g|) open them and 15% undecided. ine : 
Promote Food Unit |Audit Bureau of Circulations. 


Cincinnati, Sept. 25.—New York 
racio entertainers turn up their 
noses at the idea of living in 
Cincinnati, according to James D. 
Shouse, vice-president of the 
crosley Broadcasting Corporation. 

Mr. Shouse got quite a laugh 
at the expense of the Queen City 
last week when he offered this 
observation as one factor in Cros- 
decision to buy Station 
WINS, New York, at a total cost 
f some $2,000,000. 

Testifying at the public hearing 
of the Federal Communications 
Commission, he cited the lack of 


le ys 


Carter Rejoins Papers 


Kenneth M. Carter, recently dis- 
charged from the Marine Corps, 
has resumed his position as na- 
tional advertising manager of the 
American and Republican, Water- 
bury, Conn. 


Moves Chicago Offices 


T. W. Jacklin, director of U. S. 
advertising for Hugh C. MacLean 
Publications Ltd., Toronto, which 
publishes nine Canadian business 
papers, has moved its Chicago 
headquarters to Room 714, 308 W. 
Washington Blvd. ; 


New York, Sept. 25.—More than 
two-thirds of the 


promote them in newspaper adver- 
tising, according to a survey by 
Meyer Both Reports conducted 
throughout the country. The stores 
concentrated their food advertising 
in newspapers, although 35% used 
radio and 22% direct mail. 
Seventy-six per cent of the 
stores have food departments, but 
only 5% of those without such 
departments plan to open them. 
Most departments average about 
1,000 square feet, the majority on 


department 
stores operating food departments 


Two openings with Advertising Agency for: 


ACCOUNT EXECUTIVE 
COPYWRITER 


Industrial as well as general merchandising experience desired. 
These positions hold real opportunities with one of the oldest 
and largest agencies in Wisconsin serving well-known national 
accounts. 


Also wanted: Advertising and sales promotion manager for a 
prominent manufacturer of heating and refrigerating equip- 
ment. Correspondence and interviews will be held in strict 
confidence. 


Box 6266, ADVERTISING AGE, 100 E. Ohio St., Chicago 11, Ill. 


available talent in Cincinnati and 
added that the program material 
needed, on Broadway or in Hol- 
lywood, simply “wouldn’t come to 
live in Cincinnati. 


Feed Programs to WLW 


So, Mr. Shouse plans to hook 
up WINS with WLW and feed the 
programs to Cincinnati. The lis- 
teners in the Queen City area, he 
indicated, at least will get a 


°° Behance to hear these New York al 
who #-moothies” who refuse to hang tert Ss 
ved Htheir hats in the Midwest. bin 

fer-M Mr. Shouse said that Crosley 

hionMirst gave serious consideration to 

Yok mecquiring a station in New York 

vakeetter the FCC dual ownership 

NG ‘ule forced the sale of WSAI, and 

ort hat he originally thought a | 


ion could be acquired for $1,- 
0,000. 
The physical assets of WINS 
will be appraised in the near fu- 
ure and the difference between 
hat figure and the actual pur- 
hase price of $1,700,006 is to be 
harged to good will, according to 
idwin J. Ellig, assistant secretary 
nd treasurer of Crosley. In addi- 
ion to the purchase price of the 
tation, Hearst interests get $400,- 
(00 credit in program time. Ellig 
ld the commission that WINS 
: would be purchased out of a loan 
ready arranged for, if needed. 
Crosley officials expect to put 
VINS on a paying basis in three 
ears, with an annual profit of 


150,000. Exhibits filed by the 
mmission show that the New 
York station has _ been losing 


1oney for five years. The invest- 
nent of an additional $800,000 
) improve the New York station 
ANB: ultimately .contemplated by 
‘rosley, Mr. Shouse revealed. 


shy Potts Joins Parks 

t's @ Ernest M. Potts, member of the 
ditorial staff of the St. Lowis 
way lobe - Democrat, has been ap- 
the ointed director of public rela- 
°Bions of Parks Air College, Parks 
) toircraft Sales & Service and Parks 
ails ir Transport, East St. Louis, Ill. 


- Moe Rejoins Agency 
_Y.— Richard E. Coe, for the past two 
ears assistant field director of 
e American Red Cross in the 
ited States, has returned to his 
lilies as head of Coe Advertising 
af@gency, Syracuse. During his ab- 
. ence, the agency has been di- 
‘jaagmected by his assistant, Helen J. 
verts. 


. S. Gauge Promotes 
Vv. S. O’Connor, New York dis- 


o 


ict sales manager of United 

es Gauge Company, has been 
4—<Bppointed national field sales 
) Le nager. He will be succeeded 
“mm: the New York territory by | 


aya. M. Bear. 


Al 
“SVolf Joins Y&R 
“@ Carl E. Wolf Jr. has joined the 
cago office of Young & Rubi- 
a1 as research director. Until 
‘ntly he was an economic an- 
t in the Department of Com- 
€-ce, Washington. 


es 


. > 


AB Takes More Space 

af Cooperative Analysis of Broad- 
ing, New York, has doubled 
office space at its present ad- j 

ess, 11 W. 42nd St. # 
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‘Private Design’ 


Containers Far 
Off, Parley Told 


New York, Sept. 25.—‘“Private” 
designs in glass containers will 
be out of the picture for some 
time to come, according to J. H. 
Toulouse, chief specifications and 
service engineer of the Owens- 
Illinois Glass Company. 

Speaking at a two-day pack- 
aging conference sponsored by the 
American Management Associa- 
tion, here last week, he predicted 
that the war backlog will prevent 
filling orders for any designs re- 
quiring new moulds. He said 
“private designs” could be manu- 
factured only at the expense of 
existing orders. 

At another session, C. A. Claus, 
vice-president of New Jersey Ma- 
chine Corporation, Hoboken, told 
the members that new machines 
for packaging would be delayed 
as long as two years due to the 
difficulty in procuring motors. 


A. B. Clunan, of the Pliofilm 
department of Goodyear Tire & 
Rubber Company, told of a new 
machine capable of packing 500 
to 800 oranges a minute. . 


Scott on Board 


Through error, the Newspaper 
Representatives Association of 
Chicago announced that Arba J. 
Irvin, retiring president, was 
elected an ex officio member of 
the board of the American As- 
sociation of Newspaper Repre- 
sentatives. According to the by- 
laws of the national group, the 
incumbent Chicago president, J. 
Donald Scott, becomes a member 
of the national board. 


Foxx Signs with Bakery 


Jimmy Foxx, now with the 
Philadelphia Athletics, and one of 
baseball’s old timers, has an- 
nounced that he will retire from 
the sport at the end of the current 
season to become sales promotion 
manager of Hathaway Bakeries, 
Cambridge, Mass. One of his 
duties will be a weekly 15-minute 
radio talk for boys. 


“Even the paper boy has a hard time letting go 


of The Buffalo Evening News* with its average 
of 109 full news columns daily.” 


odvertising, Pe 
to bene it 


All during this war we at Gurglehimer-Botts 
Distillers of Old Bushwah a blend 
Composed of 15% straight whiskies thirty days old 
And 85% neutral spirits 
Said we'd stand by you. 
And we did. 


New Britain, St. Lo and the Battle of the Bulge. 
Names as famous in American history 
As that of Old Bushwah itself. 


We pledged that we’d never let you down 
And we didn’t. 
Nothing is changed about Old Bushwah 
Except the label. 
And for the benefit of the heroes who've been away 
We'll tell you what it is. It now reads: 


Composed of 85% neutral spirits and 
15% straight whiskies thirty days old. 


That is our contribution to keeping America just like 
It was that night when you kissed Mom goodbye 
And she cried but Pop stared straight ahead not saying 
anything 
But thinking ... thinking a lot probably 
Like men do but not saying anything 
While Mack, your liver-and-white setter followed 
‘ you down to the bus station and you 
Didn’t know what to do with him until Ernie Jones, the 
bus-driver . 
Said, “I'll take care of him, Hugh,” 
And you knew he would. 


GI, America is Names. Bath House John, Eddie Guest, 
Ringling Brothers, The Morris Plan, Sing Sing, Colonel Rob- 
ert McCormick, Mary, the Typhoid Carrier, the Seven Suther- 
land Sisters, The Albany Day Line, Mack Sennett, The Man 
Bilbo, Jesse James, and Old Bushwah. 


America is Honorable Names. Names that not 
Even a Great War could change 
Names that sent images flickering through your mind 
When you sat there in your foxhole not knowing 
What would happen next but knowing that Back Home 
In the States you could depend on the 
Quality behind those names. 


Whale-O, the Margarine with the Nutty Flavor, 
Harmon's Tasty Capers, 


Advertising Age reprints this remarkable con- 
tribution to the Saturday Review of Literature 
because it is the most scathing—and probably the 


We stood by you at Guadalcanal, the Solomons, New Guinea, 


eae. 3 < 


Advertising Age, October 1, 1:45 


Advertising Greets the Homecoming Heroes 
and Customers 


By David L. Cohn 
Reprinted with, permission from The Saturday Review of Literature, Sept. 22, 1945 


Mrs. Sullivan’s Home Made Pies, Incorporated, 
Teenie-Weenie Little Petit Pois Peas 
And Old Bushwah. 


America has worked hard to keep these names clean 
Despite bottle shortages, 
Despite glue shortages, 
Despite the war. 


But the people were patient. They understood 

The going was, as you GI's say, rugged. 

It took some doing but we did it. 

Keeping quality up and price down. 
Resisting the temptation to cheapen, 
Resisting the temptation to make profits, 
Keeping the Names clean, 

Keeping them for you. 


We knew you were fighting for us, 
Fighting to preserve things as they were 
So that if you temporarily couldn’t enjoy them 
And even the folks at home sometimes had to be patient 
All would be well in the end. 
But now this bloody business is over and 
you'll be coming back to the Good Things of 
Life you fought to keep: 


Mom, Pop, Sis, Mack, the liver-and-white setter, 

The Brooklyn Bridge, the A&P, the gap in the 

picket fence on North Sycamore Street, 

The old leaky shower in Uncle Jed’s bathroom 

That he never would have fixed 

And the old mortgage on the homestead. 

The broken street light at the corner of 

Fourth and Vance where you shyly kissed your 

Best Girl who’s waiting for you now in the 

same stockings she wore when you left home. 

The mouse in the attic you couldn't catch, 

The three chocolate stains on the marble slab 

of the soda fountain in Ham's Drugstore— 
and Old Bushwah. 


We've kept the faith. We've fought the good fight together 
You in your way. We in ours. 

Now you can lay down your rifle. 

And we can take up our typewriter 

After four years in Hell! 


(This is the fourth in a series of Messages from Old 
Bushwah, Distilleries, Incorporated. A reproduction of this 
message, suitable for framing, will be sent you on request.) 


best written—indictment of current advertising 
which has come to our attention. Is it justified?’ 
The comments of readers will be welcome. 


Listeners For 
Your Frogram 
in Dubuqueland 
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WKB 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY Pocigae 


The hour by hour schedule is fre- 
quently announced to deliver listeners 
to all WKBB programs. These pro- 
gram “plugs” remind WKBB listeners 
of the continuous entertainment of- 
fered by the local and American Net- 
work programs on WKBB. 


Morning, noon and night, more Du- 


any other radio station! A listener 
preference as high as 4 to 1 for WKBB 
is proven in a recent survey conducted 
by Robert S. Conlan and Associates. 
Top place with Dubuque listeners 
makes WKBB the wisest choice for 
your Dubuque advertising appropria- 
tion! 


James D. Carpenter—Executive Vice President 
Represented by—Howard H. Wilson Co. 
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ot in Chica 0 | vz lous copy themes. Its unoeneped; And Sor competitive purposes, it medium than are linage figures cebaiien, Siteakh sad tie .&. 
} |use by the Tribune during recent|is difficult to understand why a/but it has never assumed that Holbrook has been made manager 
| years came about as a result of) page retail ad run in one-half of} Media Records should undertake | of electric range sales. Both have 
| the newsprint shortage. It wasjone of the Chicago Tribune’s| to make this type of a report. returned to Norge after three 
easurement ig adie available to retailers and| weekday issues with its circula-| years with WPB. John P. Mor- 
| help wanted advertisers as a war}tion of 1,065,000 is not as im- A Minor Issue gan has been named _ southwest 
(Cont’nued from Page 1) measure in order to help these | portant to the advertiser or the “The whole dispute is over a central regional sales manager. 


'While this problem of how to} 
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jdvertising Age, October 1, 1945 73 
a | Years ago magazines as well as; Tribune for its enterprise in de-, classification of advertising. The 

edia Records on newspapers introduced the idea) veloping it. The Tribune receives! Tribune has no objection to this Norge Boosts Three 

}as a convenience for advertisers|a higher milline rate for it than|method which is more revealing Howard L. Clary has been 

linterested in making tests of|it does for full run advertising.|of the value of an advertising |"@™ed sales promotion manager of 


rds a proposal to bring about | 2dvertisers meet conditions im-| agency space buyer as a page run| minor issue which hardly affects 


his end, which Media Records| posed by WPB rationing of news- | in a newspaper with a full circu-|the over-all picture, no matter Mengel Names Two 


ejected. These four papers claim | print. bales nt ran oer ertising| athe Ge ee Tee: SUS Ore how it is handled by Media Rec- Alexander A. Anderson and 
mat because of these practices, made available to retailers was Rates Should Be Factor ords. During the first eight Sylvan Friedenberg hawe shat 
ledia Records’ Report does not| | restricted to full page units in months of 1945, for instance,| named eastern district sales repre- 
ive an accurate picture of adver- the daily paper. Its use in classi-| “If circulation is to be con-/ Media Records show the Tribune sentatives of the furniture division 
sing activity. Since the report| ‘fied was restricted to help wanted | sidered a factor by Media Records, | carried over 14,000,000 lines of of Mengel Company pate 
ists each of them around $7,000| | advertisers in order to enable as | certainly rates should be oes In | advertising.” Ky. , F 
yr year, and Media Records’|™@"y concerns as possible to se-|the past cut rate advertising and_| 

a ? |/cure the personnel they needed. even free advertising have been 


eg caaieoaiaae ak “he .e.| “The split-run linage for each| listed by Media Records with full 
-m they have: deelded to dis-| Paper is shown in the Media Rec-} linage credit as long as it was A iT TO THE TECHNIC 
atisiee ‘the service,” _ords’ 52-city report each month.| printed by the newspaper being 

The newspapers involved claim | Commended for Enterprise | measured. If Media Records were A Nationwide 

hat Media Records’ present | _to depart from its original stand- Survey of Radio and 

ethod of measurement gives the | ‘There is nothing secret about ards, eventually it would be issu- Electronic Technicians’ Read- 

. cago Tribune an “inflated” the Tribune's 50-50 split run ad-|ing reports which would show ing Habits sent free on request. 

p vertising. Advertisers have, as a!the total amount of money spent 25 WEST BROADWAY NEW YORK 7,N. Y 


nage total by giving that pub- ‘ : 
ie sero the Pe of | Matter of fact, commended the by each advertiser and in each 


nes used by each advertiser, al- 
ough some of the advertising ee —— —— — orm 
ins only in part of an edition, 5 oh ie i 
e same space being devoted to - 
nother advertiser in other parts : i TH I NGS THAT MAK E eee 
the edition. 
Even if only one-half credit 
ere given for the retail and help 
anted advertising printed on a 
lit run basis, the Tribune’s lead 
er any other Chicago newspaper 
more than 6,000,000 lines, which 
almost as much as the total 
lage carried by any other Chi- 
go newspaper. Deducting one- 
alf the split run display adver- 
sing means deduction of about | 
1,% from the Tribune’s total of 
er 9,000,000 display lines. On| 
dollar and cents basis, the | $7,000,000 ANNUAL PRODUCTION 


ribune still carries as much reve- FROM $30,000,000 FARM INVESEMENT: 
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SYRACUSE GREAT... | 


ue as all other Chicago news- 
pers combined. 


Might Affect New York 


punt split-run advertising in- 
ives situations in only a hand-| 
| of cases, it has explosive pos-| 
ilities, since the same situation | 
plies in New York, where the| 
ew York News has 21 different | 
ckages to sell to advertisers, and | 
e Journal-American offers split- | 
ins on classified. In recent years, 
edia Records, although a private | 
mpany, has become practically | 
e “official” source for news-| 
per advertising statistics, but | ‘ 
the Chicago action should be 
iplicated in New York, and the| 
ajority of newspapers in both) 
ese cities should set up inde- 


ndent measuring bureaus, this oe ere Be te 
sition might be seriously jeop- a eee feet = SED ataitia 
dized. a WS \\ 


Media Records was founded in 
28 and now measures 338 
pers, with more than 200 news- | 
pers subscribing to the service. | 


‘Tribune’ States Position 


Commenting am the Chicago ac- Teeming in abundance is the rich farm Every day, health-giving milk and butter is 
n, W. J. Byrnes, promotion | land that surrounds Syracuse . . . a subur- shipped to distant points. 
POAGOE OE TR Soeeeee av ewes, ban area that substantially contributes to 


‘pressed regret at the action Great Syracuse is proud of its great 
d said “It would be unfortu- | the greatness of the city. farmers farmers who have responded 

if their termination of rela- sans ye 
nobly to the call for more food for our 


ns with Media Records should In the valleys and on the hills of ated 
tia teemeulie ol ig aul ral Onondaga County are 4,500 farms valued a i gh y the farmers 
_ athe aa . ar in - i 
f Media Records were to de- at $30,000,000 and growing products that " . g 9 _" = pass pe ig 
from standard practice in ‘ — oy Son rer Hprave Wu Cor 
r ge 
ler to meet the demands of are worth $7,000,000 yearly. Syracuse's tribution to the food and welfare of the 
wspapers which desire competi- | modern regional market acts as a 52-acre nation these are the formers who will 
e advantages,” he said, “the clearing house for much of thi or 
ting conflicting claims would 9 uch of this abundance spend millions on their properties to make 
destroy the standing and of the earth. such production possible. 
tnoritativeness of Media Rec- 
statistics in the minds of World known is the great dairy prod- The land of Onondaga County has 
‘Ttisers and agency men. . . ucts producing center of this Syracuse area. helped make Syracuse great. 


Due to Newsprint Shortages 
he only basically new and 
rent factors introduced in Chi- 
newspaper linage figures since 
ia Records started to measure 
‘ago newspapers are 50-50 


pe 


run advertising and nine- oat TE 
mn classified pages. Fifty- NATIONAL REPRESENTATIVES . . . PAUL BLOCK G ASSOCIATES, 

plit run advertising is not Lite ate Al 
tself a recent development. Reproduced thru the courtesy of the First Trust & Deposit Co., Syracuse, N. Y. 
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W. C. D'Arcy Leaves 
Agency to Open 
Office of His Own 


(Conttnued from Page 1) 


D’Arcy’s statement, it became ap- 
parent quickly that the entire 
story has not yet been told. Fol- 
lowing release of Mr. D’Arcy’s 
statement, which included the sen- 
tence, “His successor as president 
of the agency has not yet been 
named,” D’Arcy Advertising Com- 
pany issuéd a brief release saying 
that Archie L. Lee has been named 
chairman of the board and J. Ferd 
Oberwinder has been named presi- 
dent. Both have been vice-presi- 
dents, Mr. Lee having been with 
D’Arcy since 1919 and Mr. Ober- 
winder since 1912. 

Mr. D’Arcy’s decision to resign, 
said Mr. Oberwinder, “is re- 
gretted by all the officers and em- 


ployes of the D’Arcy organization. 
His decision to retire to devote his 
time to private affairs and civic 
interests comes after many years 
of outstanding service, not only 
to our clients but to the improve- 
ment of the quality and caliber 
of all advertising.” 

Mr. D’Arcy’s statement, which 
reported his resignation as presi- 
dent and director of the agency, 
made no mention of his stock 
holdings in the business, but Ap- 
VERTISING AGE learned that only 
those active in the business may 
hold stock, so that his financial 
interest in the business has ended 
with his resignation from office. 
Ownership of the agency stock has 
never been revealed, but Mr. 
D’Arcy himself has always been 
considered the principal owner. 

An Agency Pioneer 

Exactly what Mr. D’Arcy will 
do in his new offices in the Rail- 
way Exchange building, which are 
now being decorated and will be 
ready for occupancy by Oct. 1, 
he did not reveal, beyond his 
statement that he was not drop- 


YOU MAY BE ABLE 10 MAKE 


GOLF’S “GRAND SLAM’ — 


BU T_vou can’t prive 
“OUTSIDE”? BROADCASTS 


INTO WESTERN MICHIGAN! 


Much as a sand-trap stops a hard-hit ball, so does 


the unusual fading around Western Michigan kill 


off “outside” radio waves — even those emanating 


from super-powered stations in not-distant Detroit 


and Chicago. 


Sad, perhaps (for you 


though fine for us!) 


but 


there’s only one way to reach most listeners in this 


big market. and that’s by using local stations! 


\ perfect CBS combination 


and WJEF in Grand Rapids 


WKZO in Kalamazoo 


offers complete cov- 


erage of Western Michigan. Costs are entirely rea- 


sonable, and listenership very high, Let us give you 


all the facts 


Free & Peters, Inc., 


or ask Free & Peters! 


vs 
BS-FOR GRAND RAP 
” AMD KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 


Exclusive National Representatives. 


ping his interest in professional 
advertising and that he “will con- 
tinue to devote a portion of his 
time to the Jefferson National Ex- 
pansion Association, St. Louis 
river front beautification project.” 

William C. D’Arcy is one of the 
“newer pioneers” in the agency 
business, on the basis of his 39 
years of operation. He was in- 
terested in the outdoor advertising 
business in St. Louis before be- 
coming an agency principal, and 
his agency has been one of the lar- 
gest buyers of outdoor time in the 
country down through the years. 
It is one of the very few advertis- 
ing agencies which still handles all 
details of outdoor advertising 
placement and checking in its own 
shop; most agencies perform these 
functions through the National 
Outdoor Advertising Bureau, a 
cooperative enterprise with about 
400 agency members. 

He was one of the founders of 
the American Association of Ad- 
vertising Agencies and served as 
its president in 1922. He was also 
one of the guiding lights in 
launching the global concept of 
Truth in Advertising in 1917-18 
when he was president of the 
Associated Advertising Clubs of 
the World. 

' Despite these and other organi- 


zational activities, however, Mr. 
D’Arcy is comparatively little 
known in the field. He and his 


agency never sought publicity, but 


rather shunned it, and _ while 
D’Arcy Advertising Company has 
been by no means a mystery to 
the field, the operation of the larg- 
est agency west of the Mississippi 
has been carried on in an atmos- 
phere which has seldom brought 
it into the news. 

Mr. Oberwinder has been “gen- 
eral manager” of the agency for 
many years, in fact if not in name, 
and Mr. Lee is usually regarded as 
the top Coca-Cola contact man. 
He is a director of the Coca-Cola 
Bottling Company of St. Louis 
and Coca-Cola Bottling Plants, 
Inc., Maine. The agency main- 
tains offices in New York, Cleve- 
land, Atlanta and Toronto, in ad- 
dition to its headquarters here, 
and has a subsidiary in Mexico 
City. In recent years, much of 
the Coca-Cola business, and par- 
ticularly the radio end of it, has 
been handled in New York. 

Other directors of D’Arcy in- 
clude Percy J. Orthwein, senior 
vice-president; Cecil C. Pangman, 
secretary and treasurer; John E. 
Sullivan, vice-president; John 
Young Brown Jr., vice - president 
in New York, and Stanley P. Se- 
ward, vice-president in Cleve- 
land. 


Hobgood Joins WKRC 


Robert Hobgood, formerly pro- 
gram director of WMPS, Mem- 
phis, has joined WKRC, Cincin- 
nati, as production manager. 
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Holler Resigns 


from Chevrolet 


Detroit, Sept. 28.— Willian Ff 
Holler, famed general sales n.ap. 
ager of Chevrolet, has resizneg 
effective Oct. 15. 

His successor will be Thoma; 
N. Keating, assistant general <ale, 
manager, with Mr. Holler ‘op. 
tinuing to act as consultant op, 
sales and advertising, although h¢ 
intends to live in Florida. 

Mr. Holler became Chevrole 
sales manager 12 years ago ani 
brought the GM division to the 
top of the list in sales in nine gj 


the last 10 production years. He 


is probably the best known sale 
executive in the country, and ha; 
written several books on selling 
the most recent being ‘“‘Sell Amer 
ica Into Jobs,” which was re. 
viewed by ADVERTISING AGE tw 
weeks ago. 

He is credited with having in, 
troduced many innovations ip 
selling, including the quality 
dealer program, the postgraduaté 
school of modern merchandising 
and management, and the terr; 
tory security plan. 


Inland Elects lowa Paper 

Inland Daily Press Association 
Chicago, has elected the Ledger 
Fairfield, Ia., and the Neu, 


|Estherville, Ia., to membership 


(Colossus Little Woman 


ND now meet Mrs. Colossus... wife of 

the American Farmer. She’s the lit- 
tle woman, the big litthe woman, whose 
gigantic family and rural neighbors buy 
nearly 40% of all the consumer goods 
America produces. And right now, giving 
her added stature as a prospect, are 14 
billion dollars which she and her hus- 
band have accumulated in War Bonds 


and savings! 


She’s an important woman to know—and 
to be known by. For make no mistake, 
her close partnership with the man of the 
family makes her opinion a potent factor 
in every purchase made for the farm. 


Yes, this little woman means business, a fact well 
shown by readership studies of Country Gentleman. 
Maybe you never thought of her as devouring 
hog houses or soil conservation or 
Periodic 
studies show that women’s interest in farm articles 
—not to mention fiction and home service features 
—is almost as great as the men’s!* No doubt about 
it, the preference farm families give to Country 
Gentleman is shared by both sides of the family. 


And remember, the 2,000,000-odd families which 
read Country Gentleman cover-to-cover are con- 
centrated among those families which buy 72% of 
all merchandise which flows to America’s farms. 
Q.E.D.: That colossal market beyond the suburbs 


articles on 
Herefords—but she does. 


is a Country Gentleman market! 


*Ask a Country Gentleman representative to show you the 
latest reader-traflic study, just completed. Proves conclu- 
sively: women, too, read Country Gentleman cover to cover. 
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American Exodus 
AContinues, Woods 
bets Top Post 


of LaRoche's ‘Agency’ 
ul ~ Methods Failed, 
Critics Claim 


New York, Sept. 27.—The ex- 
dus of top executives of the 
@american Broadcasting Company 
ontinued this week with the res- 
nation of Fred Smith, vice- 
resident in charge of advertising 
nd promotion, and Alfred Wal- 
enstein, musical director, with 
thers still expected to leave. 
Charles C. Barry, Washington 
epresentative of the network, has 
iggeen appointed national program 
itygpanager and will work with 
uatq@pdrian Samish, new head of the 
isingrogram department. 
errifme The above changes culminated 
week’s activities which saw the 
signations of Chester J. La- 
oche, vice-chairman and execu- 
Verve head, and Hubbell Robinson 
tionfm’., Vice-president in charge of 
lgerfmrograms, and the emergence of 
eusmlark Woods, president, as active 
iP. Birector of operations, with Ed- 


id J. Noble, principal stock- | 


Ider and chairman of the board, 
nning the show. 


Operating Policies Revised 


The shuffle involved a general 
organization of the network’s 
erating policies and seemed to 
dicate a return to the old estab- 
shed method of selling the me- 
um by careful building and 
omotion of their own programs, 
Rther than the LaRoche-Robin- 
in technique of free spending to 
reate programs to bolster the 
etwork. 

Although denied by Mr. Noble, 
is reported that the conflict be- 
veen Mr. LaRoche and Mr. Noble 
id reached the point where on 
ept. 13 Mr. Noble informed Mr. 
aRoche “that either you buy me 
r I'll buy you. You can’t buy 
1e, so I’d better buy you.” The 
ext day, it is reported, Mr. 
foods informed Mr. Noble that 
e must either buy out his in- 
rest or let him run the show. 


Retrench on Programs 


a 


Critics have pointed out that 


lr. LaRoche’s experience as head | 
Young & Rubicam and in the) 


sition of a “buying power” did 
ot give him the experience nec- 
sary to deal with clients and 


filiates when he was on the 


her side of the fence. As a} 


were running slightly ahead of|pany is now sponsoring the full-| question of time before he dis- time, Edgar Kobak, who had been 


1944, with $26,269,000 chalked up|hour Detroit Symphony, but it| poses of his 121%4% of the stock executive vice - president 


for 1945 against, $25,292,000, in| formerly used an hour and ajand thus eliminates himself com- 
1944. F | quarter weekly of American time. | pletely from the picture, 
For the period Sept. 1, 1943 to | Another major 


Aug. 1, 1944, the network had 
billings of $34,688,000 and in a 


Several Shows Cancelled 


Canceling contracts shortly on! stations. 
American are Raytheon Mfg. 
Company, Newton, Mass., sponsor 
of “Meet Your Navy,’ Mondays, | 


recent loss was 


gest Association 
similar period in 1944 and 1945,/quished “Town 
the figure was $42,333,000. | Air,” handled by Batten, Barton, 
Durstine & Osborn, and a full | of the LaRoche approach. 
‘hour program heard over 178) 


Meeting on the 


j | Although no other members of 
New Business Helps |the LaRoche-Robinson 

| These losses have been partially | Rubicam team have yet resigned, 
9-9:30 p.m., EWT, over 174 sta-| offset by the addition of U. S.| the sequence of events practically 


tions, handled by J. M. Mathes,| Steel’s sponsorship of the full hour | guarantees their exit. 


EWT, over 5 stations, handled by| born; L. E. Waterman Company,! as continuing. 


Dorland International - Pettingell| sponsors of “Gang Busters,” 


& Fenton, Inc., New York. Both} Saturdays, 


ness list of the last year. 
Other cancellations have been} Wildroot show 


8-8: 30 
sponsors were on the new busi-|handled by Chas. 
Company, Newark, 


and the new! manager. 


ton, which has just announced a|EWT, through BBDO. ment. 


new MBS 15-minute program, 


'to Mutual. 


Although Mr. LaRoche con- 


Ford Motor Com- adviser, it seems 


What will happen to the Time, 


Other Resignations Expected 


Remaining as head of audience 
p.m., EWT. promotion is Theodore Oberfelder 
Dallas Reach and Emil Huber as advertising 
Adrian Samish, for- 
featuring Woody! merly of Y&R, has been appoint- 
Trimount Clothing Company, Bos-| Herman, Thursdays, 8-8:30 p.m.,. ed head of the program depart- 


Mr. LaRoche joined the network 
and Coca-Cola, which transferred} tinues as stockholder, director and| in June, 1944, and Mr. 


and Burt Hauser. 


Young « Corday Promotes Frenzy 
Parfumerie Internationale Cor- 
day, Paris, is promoting its new 
| perfume, Frenzy, in full-page ad- 
vertisements in the Octob 
Inc., New York; and Pinaud, Inc.,| “Theater Guild of the Air” heard! the appointees were Ben Bodac. | sues aa Slarme?s Bazaar The New 


New York, sponsor or ‘‘Musical|Sundays, 10 p.m., EWT, handled | Tom McDonnell and Carol Irwin. 
Bouquet,” Sundays, 4-4:30 p.m.,| by Batten, Barton, Durstine & Os-| The latter, however, is 


Among! 


tion. 


LeQuatte Appointed 


Robinson | direct advertising for Bon 


to be only a in November, 1944. During that) Oil. 


network since-its separation from 
NBC in 1943, resigned to become 
i ! president of MBS. Following him 
the defection of the Reader’s Di-/Inc., holdings of 1214% is a) to Mutual were Robert D, Swezey. 
which apr being question, since it is reported as vice-president and_ assistant 

hoy the Luce entry was based general manager; Phillips Carlin, 
on the LaRoche set-up in favor as vice-president in charge | of 
programming; Jesse Thompson 


Yorker, and Town & Country. 
reported | Hirshon-Garfield,; Inc., New York 
agency handling the account, be- 
lieves this is the first time since 
'1940 that a French firm has ad- 
vertised in an American publica- 


H. B. LeQuatte, Inc., New York, 
‘has been appointed by Bonoil 
Packing Corporation, Brooklyn, to 


| THE BIGGEST THING IN THE WORLD CAN BE A 


; bad 
Puy 


* 


seller,’ critics say, his position | 


illed for listening to the wishes 
192 affiliated stations and to 
e desires of sponsors and agen- 
The conflict among the top ex- 
utives, it is said, stemmed from 
at approach, inasmuch as Mr. 
ble and Mr. Woods believed 
the agencies could more 
roperly do the job with their 
roduction staff superiority. The 
appointments would seem to 
icate a retrenchment policy 
to de-emphasize network- 
| programs. 
July-August Billings Down 


nee Oct. 1, 1944, 36 new ac- 

nts have come into the net- 

k with 40 leaving. Some of 

ese have been new business and 

‘rs have been replaced by 

‘rr shows, but billings for July 

F August, 1945, show a decline 
€r comparable months in 1944. 

i (ross time sales for July, 1945, 
e approximately $2,814,000 as 
npared to $3,366,000 in July, 

be W'', a decrease of approximately 
’ . August, 1945, figures were 
.651,000 against $3,489,000 for 
icsust, 1944. However, billings 

the first seven months of 1945 


Why a paper hunt helps business 


The acute paper shortage continues 
—for many reasons. 


Great quantities of military supplies, 
shipped back from Europe, have to 
be repacked. Shipments to the Pacific 
theatre have to be double-packed to 
guard against spoilage. All this 
means paper and more paper. Then 
there’s the tremendous amount of 
paper work for redeploying millions 
of men. 


You as a businessman also have 
mounting needs for paper. Your pres- 
ent production consumes a lot of it 
—and you have extensive promo- 
tional material coming up. 


Where is all this paper coming from? 


Office files and desk drawersare “gold 
mines” of paper that can be saly aged. 
Old printed matter, outdated corres- 
pondence, old forms and books — 
countless tons of paper gathering 
dust in the nation’s offices. Printers, 
too, steadily accumulate cuttings and 
clippings of vitally needed paper. 


So institute regular paper hunts at 
your office or business. Assign some- 
one to collect and pack every scrap 
of unused paper and turn it in to 
the local paper salvage depot. 


In that way you'll be speeding vic- 
tory—as well as helping to relieve 
the tight paper situation for business 
in general. 


— 


COMPANY 
230 Park Avenue, New York 17,N.Y. 


MILLS at Rumford. Maine and 
West Carrollton. Ohio 


WESTERN SALES OFFICE 
35 East Wacker Drive. Chicago ie 


Included in Oxford's line of quality 
printing and label papers are: Ena- 
mel-coated— Polar Superfine, Maine- 
fold, White Seal, Rumford Enamel 
and Rumford Litho C18; Uncoated— 
Engravatone, Carfax, Aquaset Offset, 
Duplex Label and Oxford Super, 
English Finish and Antique. 
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Ad Campaign for 
Surplus Plants 
fo Be Increased 


& Ross, for 
newspapers’ serving 


in national 
trade journals. 


Will Follow Up 


; have indicated intention to buy, | 
|is to be prepared by RFC and its| 
advertising agency, Fuller & Smith 
insertion shortly 
the areas 
where the plants are located, and 


business papers and 


responsibility for merchandising 
the plants and other properties 
agree that the new programs will 
involve substantial expansion of 


has resulted to date in the ex- 

penditure of a total of $58,000. 
Within the next few days, RFC 

|also will place advertising for its 


Present plans for publicizing | £2™0uUs wee. Say” = ane: “Lie 
ati , ' . 5/Inch” pipelines, and f 

Washington, Sept. 27.—In-| the surplus plants cover only the| naiies poe built Pol go 
structed to rush surplus plants,| original insertion for each plant,| ~~ ree 


machine tools, and other proper-| but the merchandising plan calls 


ties into the civilian economy | for 


creating useful jobs, RFC | 
step up considerably its advertis-| pects for the properties. 
ing activity in newspapers and} Since it first 
trade journals during 
few months. 

the horizon at 


project on this | vertising 


from the agency’s high-priority | 13-week newspaper 
plant disposal job, involving in-| cities where its outlets have par-| 
dividual newspaper offerings for| ticularly heavy inventories. 


perhaps as many as 1,200 former 


war plants. 


started to 
the next|RFC has authorized 139 different 

|advertising projects, including ma- 
The most important advertising | tional institutional newspaper ad- 


additional efforts in carefully | 
where they can be put to work) selected financial and trade pub- 
will| lications, reaching potential pros- 


sell, 


publicizing RFC _ busi-| 
time. is an assignment stemming] ness methods, and regular 12 and|, 
schedules 


in | 


HOUSTON 


STAR OF THE 


LONE STAR STATE 


Leads the whole nation in retail grocery line- 
ege! 


Only Houston paper carrying a complete mar- 
ket page and offering both Associated Press 
and United Press news dispatches. 


Houston Post carries 25 of the most popular 


comic strips in America. 


94.6°%, door delivered or mailed... 


read newspaper. 


a family- 


The local merchants and professional men who 
return on their advertising dollars 
bulk their advertising in the Houston Post. Ac- 


N 
tual proof thet Post advertising gets you more 


know the 


for your money! 


HOUSTON IS A RICH MARKET 


Houston is a rich, expanding market of unusual 
opportunity for the alert advertiser . . . over 
1,000,000 consumers with $260,000,000 to 
spend yearly! The Post has proved itself as 
the best medium for reaching this great 
Try the Post... 
find that you get the most from The Houston 
Post. 


market. and you, too, will 


Represented by Burke, Kuipers & Mahoney, Inc. 


THE 


rst in the Texas Morning Field 
City and Suburbon Circulation 


HOUSTON POST 


|war to by-pass the sub-infested 
| Gulf and east coasts. 

Fuller & Smith & Ross is the 
| RFC advertising agency, with the 
|McCarty Company handling West 
| Coast business. RFC has also re- 
|tained Romer Advertising Serv- 
| ice, Washington, for special work 
|involved in national direct mail 


| Sales. 


Chatham Courier’ Bows 


The Chatham Courier, a weekly 
newspaper, has been launched by 


While obviously not in a position |the Carter Publishing Company, 

‘to discuss their future plans, since|Summitt, N. J., with J. Edwin 
Advertising for all RFC prop-| they must go to Congress for their 
erties, except those where lessees | money, personnel charged with) gent 


Carter, publisher, and Ferguson 
Bass, production § vice-presi- 
for the Carter chain, co- 
| publisher. 


= | R. Allen Durling, general part- 


ner of Press Relations Organiza- 
tion, advertising and public re- 


the present scale of activity which| ¢ 


Circulation and 
RatesAdvanced by 
Home’ Magazines 


New York, Sept. 27.—Better 
Homes & Gardens and House 
Beautiful this week joined the 


list of magazines which have an- 
nounced increased circulation and 
advertising rates since paper re- 
strictions were removed, 

Better Homes advised adver- 
tisers that, effective with the 
March, 1946, issue, the circulation 
base for advertising rates will 
be stepped up to 2,400,000 in place 
of the present 2,000,000, and that 
this 20% increase in circulation 
base will be accompanied by an 
11% advertising increase. 

The new line rate is $11.40, 
compared with the present $10.25, 
but the milline rate will drop 
from $5.13 to $4.75, the magazine 
said. A black and white page 
will cost $7,000, as against the 
present $6,300, and full color in- 


side will move up to _ $9,600, 
against $8,650 at present. Circu- 
lation already is exceeding the 


new rate base, the magazine says. 
House Beautiful’s increase is also 


of negotiations 
called a strike of its membe: 
both networks ] 
The strike, lasting a little ove 


iM 
president 
merchandising service. 


Advertising Age, 


neers 


October 1, 


NBC, American Sign 
Contracts with NABET 


Negotiations between NBC, th, 
American Broadcasting Compan; 
and the National Associatio: 
Broadcast Technicians and Eng; 
were concluded Sept. 9 
when contracts reported satisfac 
tory to both the networks anc 


union were signed. 
New contracts follow two week 


Earl R. Preble, account execuffjuration 
tive with the agency for the pas 
Vice 
clier 


has bee 
and wi 


years, 


after 


Alliance, 


(AA, Sept. 


aged and operated stations, 
American’s four. 


Griswold-Eshleman 
Drops Taylorcraft 


Griswold - Eshleman 
Cleveland, has resigned as adve 
tising counsel for the Taylorcrat 
Corporation, 
plane manufacturer, effective O 
4 
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ll direct 
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Proskey to Direct Sales 
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hours Sept. 12-13, interrupte 
both networks’ schedules, qj 
rectly affecting NBC’s six man 


Compan) 


dvertising 


\dvert 
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lations firm, and Charles F.| effective with the March, 1946, ptions of 
Walker, advertising director of! issue. The magazine’s new black| H. H. Proskey, general saldii on a co 
Carter Publishing Company have} and white page rate is $2.000, | manager of Lehn & Fink Product, two ve: 
“ - ‘ re é s de, ’ pig e > r 4 » Oo ye 
been named director and asso- based on delivery of 325,000 net Soreeion, ew Sern, for -t Despite th 
ciate publisher of the Record,| ~“- , ‘ core past 12 years, has been appointegp’®sPlte tne 
South Orange, N. J., and News, | Paid circulation. The present rate| director of sales and advertisingg clients a1 
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J KFH Wichita 


There’s more gold than ever be- 
fore in Kansas’ 1945 wheat crop. 
Third biggest in size, this year’s 
$300,500,000 harvest broke rec- 
ords in dollar value. And with the 
war’s end, Kansas and Oklahoma 
farmers are listening eagerly to 
KFH, Wichita, not only for up-to- 


AFH 


WICHITA 


WICHITA IS A HOOPERATED CITY 


CBS * 5000 WATTS DAY & NIGHT 
CALL ANY PETRY OFFICE 


— 


-& é 4 3 me: 
2 NG 


z 


Reap your share of this GOLDEN CROP 


the-minute farm and market news 
but for news of all manner of new 
products which their stored-up 
capital can buy. 
Whatever you have to tell or sell 
to “the solid section”’, your message 
will yield a good harvest on that 
selling station, KFH. 
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qvertising Age, October 1, 1945 


\dvertisers and 


45 


ported a membership of 144 firms, | 
exclusive of radio stations. With | 


EDWIN SHERIDAN 
New Rochelle, N. Y., Sept. 25.— 


| American, 


of the Boston American. He or-} 


and later as publisher 


bs a 


a heart ailment Sept. 23. He had 


been recuperating 


its latest release announcing ex-|Rqwin Ayer Sheridan, 40, head|$@nized King Features in 1916 | discharge as a major last January 

pansion of headquarters space and| of the radio advertising depart-| 24 built it into one of the largest from the Army air forces. Mr. 
= h personnel, A. W. Lehman, presi-| ment of the Coca-Cola Company suppliers of comics, columns and | Melhado was, also a director of 
@ gencies elg dent, said: “We have just about| New york. died here Sept 20. similar newspaper features. He}the recently incorporated Albany 
gi completed the first lap of an ac-| pe started in newspaper work in| Was at various times head of his| Broadcasting Company. 

celerated expansion program, and} 1999 with the New York Times.|OW" syndicate, Kay Features;| = 2 ————— 


Besearch Services 


ekg (Continued from Page 1) 

ET ‘the growing list of services to 

a@mbers.” 

Adding to the confusion and 

,-Bbwing competition in the market 

di earch field, the advertiser can 
ail himself of the three radio 

an@grvices Industrial Surveys Com- 
ny announced last May. And 
ally, the Broadcast Measure- 
pit Bureau is set to go on its 
s; Index of Station Audience, 
ich will not cover sales trends, 

“nM; will offer station listening data, 


we anticipate even greater aug- 
mentation of our staff for the 
second lap.” 

At the end of its expansion 
program, CAB expects to offer 
rating service which will include, 
besides the present 81 cities of 
50,000 or more in population, rat- 
ings for smaller U. S. cities and 
rural areas, as well as all non- 
telephone homes, sex and age 
classification of listening audi- 
ences and brand identification, 


Goldberg Joins Ellis 


In 1934 he joined the informa- 
tion and research division of the 
Securities and Exchange Commis- 
sion in Washington, and joined 
the Coca-Cola Company in 1943. 


MOSES KOENIGSBERG 


New York, Sept. 25.—Moses 
Koenigsberg, 68, former president 
and general manager of King 
Features Syndicate, as well as 
executive of such Hearst enter- 
prises as International News 
Service and International Feature 
Service, died of a heart attack 
Sept. 21 at his home here. 


publisher of English-language 
newspapers in Havana, and direc- 
tor of the Song Writers’ Protec- 
tive Association. 


H. R. MAC NAMEE 

Boston, Sept. 25.—Hal R. Mac- 
Namee, 48, partner in Alley & 
Richards Company, Boston agency, 
died Sunday night. He had been 
engaged in advertising since his 
service in World War I, joining 
Alley & Richards in 1928. He be- 
came a partner in 1936. 


EDMUND MELHADO 


‘London Daily Express’ 
Claims Circulation Record 


The London Daily Express has 
reached an average daily net paid 
circulation of 3,320,173, believed 


morning newspapers. 

Two other records are claimed 
—the 1,164,394 circulation of the 
Evening News set in July, for 
evening dailies, and a circulation 
“well in excess of 4,000,000” for 
Sunday newspapers, maintained by 
News of the World. 


Rejoins Agency 


‘Cl io Nielsen, Hooper and CAB. Harry B. Goldberg, formerly Mr. Koentasber “ee , 9. _wa.| Capt. Belmont Freiwald has re- 
‘raf ’ ; as oo atta ax p gsberg, after whom Albany, N. Y., Sept. 25.—Ed-|. . ate i 
ait with the business research Gepart- King Features is named (Koenig}mund Melhado, 42, who planned joined Freiwald & Coleman, New 
Admits Competition ment of Curtiss-Wright Corpora- ; ; , ¥ Ser d | York, as space buyer and produc- 
™ tion, Buffalo, has joined the Buffalo | ™eaning King), held such posi-|to rejoin Hevenor Advertising) tion manager, after service with a 


Ir. Hooper admits that his in- 
ecu@guration of a “brand rating” 
bavice puts him into direct com- 
ition with that of Nielsen and 
justrial Surveys, but adds that 
researchers have maintained 
i es trend indices on two classi- 
ptions of products in the drug 
“Mid on a continuing basis for the 
‘Mt two years. 
, mpespite the fact that many lead- 
ising Clients are urging the elimina- 
sor of duplication 


nine 


Wing by 


| Hooper Using Presentation 


H rs, agencies, networks 


radio information that their 
ciency in using the medium 
ands in geometric ratio to the 
pe of information they obtain 
ut the listener. . . There is no 
stitute for radio information . 

ause in no other medium in 
ertising are the physical aids 
man’s judgment so completely 
After a program has been re- 
ved in a home, all traces of its 
stence vanish. After it has 


n transmitted from the studio} 
but musical} 


hing remains 
res and performers’ scripts .. . 


n the production plant of the| 
io station, its studio and _ its| 


msmitter give no hint of its im- 
lance or power in the com- 
| nity - 
| 


Stresses Three Types 


a substitute for expensive 
lication of program rating 
vices, Mr. Hooper recommends 
re concentration on three spe- 


office of Ellis Advertising Com- 
pany, as account executive. 


tions as executive editor of the 
Minneapolis Star and the Chicago 


Agency as vice-president and ac-/troop carrier squadron, European 


count executive Oct. 


1, died of} Theater of Operations. 


in program | 
y vice ratings, Mr. Hooper feels | 
“extensive information gath- | 
radio is more than a} 
od, it is an absolute necessity.” | 


ner@uoting from a Hooper presen- | 
"Mion now being shown to adver- | 
and | 
tions, Mr. Hooper says “it has | 
in the experience of the users | 


| 


These are the twin four-leaf clovers 


which a mutual friend—bless 


her 


heart—sent to us at the launching 


of this business, October 1, 


1942, 


“A LITTLE LUCK CAN'T DO YOU ANY HARM” 


Most of us have to work to earn a living. Lucky is the one who can work at some- 


thing he likes to do. 


When we say we enjoy our business, that doesn’t imply we wouldn’t rather 


play golf or fish for trout, on occasion. Our friends know us too well for anything 


so naive. 


° ° ° ce ay ag ‘e ; oly M4 — s Sse s 3 

wins of ibeceatleno. But we have been exceedingly fortunate in the jobs presented to us. Work 
tity listening habits, compari- having to do with public and industry relations, employe problems, increasing 

, of audiences both “inside”’ c M si i es : 
“outside” a station city, and war production, keeping wishful customers happy without merchandise, new 


parative sales effectiveness of 


advertiser’s and his competi-| 

s network program. 

lso conscious of the crowded | 
‘ rket research field, A. C., Niel-| 


re 


was reported last week to| 
been present at a CAB di-! 
e ors’ meeting in New York, and 
have suggested the possibility 


product development, as well as some good, honest selling to consumers. 


All this has kept us busy for the last three years and many times has given us 


that sense of achievement without which work would be drudgery. 


This is a birthday advertisement. It acknowledges luck, the friendliness of 


publishers, radio stations, artists, suppliers, and expresses our thanks to clients 


it . F . ° 
1 tieup between the two or-| who gave us their confidence and cooperation. 
izations. This report, which} 
authenticated to ADVERTISING | 
7 called forth no comment | 


1 CAB officials. On the other 
gram announced in February 


then. 


program ratings, 


they point to the expansion | fl 


| 
| 
and the steps ahead taken| CLIENTS 


me of those steps have been | 
iddition of five-minute net-| 
regional | 
Ngs, preparations for eventual) 


Budd Wheel Company 


Farm Journal 


Oo F 


Edward G. Budd Manufacturing Company 


Lewis 


Laros Textiles Company 


Lehigh Coal and Navigation Company 


The Midvale Company 


& GILMAN 


Lewis & Gilman 


1528 WALNU 


STREET 


PHILADELPHIA 5 


following higans 


there to be the world’s record for , 


ise for frequency modulation 
television ratings, and, of 

re, the release of CAB city! 
rts six times annually on the} 

al CAB cities of 50,000 or more 

* pulation. 

arly this year, 


Pathfinder 


General Refractories Company 
W yeth Incorporated 
(as of January 1, 1946) 


Hygienic Products Company 


the CAB re- 
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There’s Plenty Of Future In This Kind Of Whittling.......The Master Electric Compnay 


Geyer, Cornell & Newell, Inc. 
When the engineers sharpen their pencils, itethe@ns.more power at less vibe: oiketnl 


cost — and more power to you in the fi ght with competition. 


ede. * weal» 


: Ge F 
The Story Of The Unspilt mike. ee 7 ee, i Res ied “Murua Benefit Life Ins. Co. 
~ as. Dallas Reach Co. 
How to get the benefit of a full pail by insuring 11 aCe ‘ig emai ia 
against the kick that often follows. Pa whee. soe 3 ere 


, te 
And The Desert Blossomed With Beefsteak. fete i ae .Fred Harvey : 


George H. Hartman Cy. 
Steak for breakfast is part of the Harvey tradition that became “a , & a | 


famous enough to.be re-enacted in the movies. Ni 
Skyline Of A New Kind Of City .. CBee Fadadas 4 £ 77 Celanese. Corporation of Amerien 
ae f - ae Saas “¥ Ivey & Ellington, Ine. 
Not so high as skyscrapers, these towers of coibbene. tanks and... ~ he soma 
columns are making a higher standard of livin gue Panes Bee 8 a 
The Panting Thoughts Of Off cor She 7 SA. ce aefbis & Dye Corp. 
is gs f McCann-Erickson, Inc. 


pS 


Se eee: i &: allie Co. 


N. W. Ayer & Son, Inc. 


in their heads: IV tickets at LXXV each, IV steal cS at *XClll, etc. 


v4 Inch =9 ST eee rr eee ae os tyes geeeeseeeeees Western Brass Mills 
I's sia. ee of fid meth of rartéhdneler’ whanditds sind ' A a t Me ani a at 
calibrated at 9/100,000ths of an inch. 9 
oe J be 4 : £4 ag saves . iat * wart? 4 
Man in’ The’ Re-Making..................... Se Aa ge ee ee Eastman Kodak Company 


J. Walter Thompson Co.. 


Radjography is photography on X-ray film;.and in, military senile it ig: # 


often the first step in restoring a wounded man to.normal daily life... .... .. 
CS ee ¢ iia . 


There’s Something New In The Air..................... cance keh ees Republic Aviation Corp. 


esen ° The Albert Woodley Company 
This Seabee ‘is out of government} service and at yours - —a popular- priced, | 


se all renee, aes size prinney ow. 


wt tirea f ‘ ays 


a bee ih yaw 
ae ' ) Yesterday’s plans are today’s products and tomorrow's pros- 
perity — that chronology is apparentin every issue of FORTUNE. 
Industrial miracles projected in last month's editorial pages are 
produced in this month’s advertising headlines, and next month 
will be performing in factories and homes throughout the na- 
tion. For fifteen years, American Management has progressed 
from depression to war to peace — and now to prosperity — _ 

|, "between the covers 6f FORTUNE. = 


tie Db uivial Lacstre o creeete certs) | 


FORTUNE — THE MAGAZINE OF MANAGEMENT —IS A. STUDY. OF. BUSINESS-FOR-THE ENtIGHTENMENT OF MANAGEMENT MEN. 
85%, - ORTUNE's 188,000 subscribers are management men — and,survey after survey shows that advertising in FORTUNE reaches 
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PHOTOGRAPHIC REVIEW aap 
OF THE 
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Phesenbine._the loveliest new siverplate in years’ 
~ | Sep teobeedae 
\TWAL Fe 

MUVER 


vee pos tend oo KALL DEBUT—Lewis Allen Weiss, left, vice-president of the Don Lee Network, 

sn ohare si greets Mr. KALL, representing the new Salt Lake City station of that name, o 

Mutual outlet, at a preview of its facilities. The others in the picture are 

W. E. Featherstone, Salt Lake City agency head, and George C. Hatch, 
KALL's general manager. 


DEMONSTRATION—Wanamaker's, Philadelphia, opened a national tour of 

department stores for a three-room ‘dream suite,’ of which this is a section, 

to demonstrate the utility of the new plastic, Plexiglas. The material, said io 

be as clear as optical glass, almost impossible to break and lighter than alumi- 
num, was developed by Rohm & Haas Co., designer of the display. 


FOR “PEOPLE IN A HURKY 


PREVIEW—This is the first ad in Na- 
tional Silver Co.'s new campaign pro- 
moting Guildcraft silverplate, sched- 
uled for November and December is- 
sues of national magazines. McCann- 
Erickson, Inc., New York, handles the 


eccount. 


INSTANT 
WHOLE WHEAT CEREAL 


oo 


FEATURES SPEED—Fisher Flouring Mills Co., Seattle, features speed, flavor 

and nutrition in its fall ad campaign, which includes newspapers, radio and 

outdoor posters, one of which is shown here. Pacific National Advertising 
Agency, Seattle, is the agency. 


OMPLETES CONTRACT—George W. Mason, president of Nash-Kelvinator 

orp., and a pilot prepare to take off in the last helicopter produced by 

ash for the Army and Navy. Completion of the company's last war contract 

as the occasion for a rousina send-off by officials and employes at the 
ae Detroit plant. 


2! OFFICIAL—Paul Porter; FCC chair- 


Now! Buy: Light Bulbs Like Eggs! «  ei."srew ‘rice ty ng ie 


chimes held by Leonard Versluis, presi- 


7. ' dent of Associated. The opening pro- ATTENTION GETTERS—Tide Water Associated Oil Co., San Francisco, uses 
gram originated in the Navy School of a small boy and his friendly pup as the attractions in this new 24-sheet poster, 
Music , auditorium, Navy receiving ste- which went on display Sept. 15 throughout the far western states. Buchanan 
The new SYLVANIA tion, Washington, D. C. & Co. is the agency. 
HANDY 5 PACK 
ited: —— pind 
yw re ce Be ws F ‘ ‘yes 


ANVaMyue Suni 1) NEWEST PENS 


po ond aeitia 
| CB ey a 


coor 4 = 
a Sa te Sos : yas aad r “ 
F b Woe. aly tet oe we te »nf # hs pil Pha? ge * ag ; 
une oe pita Detar Yin us zi . . F a 
+ . me Yhore eat “e 
P per shortages make it umpossible for afl dealers to carrey HANDY 5 PACK yet Bat your dealer may have it. Ask him! 


LECTRI 


| 
prt OF THE. ¥9 lb, Tc SSVEVANIA EPR. PUB ES e 
+f 


ANDY+4Thistis the opgning eelor a. in Sylvania Electig Prod MOTTA paige WNTRODUCES WATERMAN rannite full- bh Sea scheduled for. The. Saturday Evening iPost this 

pomotiog the “handy © pect” of Tight bulbs, “appearingin Octoket and No- — introduce the new Taperite fountain pens in the expanded advertising campaign of L. E. Waterman Co., New York. Copy 
mber issues of national? magazines through Newell-Emmett Co., New York. also features the new 100-year service guarantee, and adds a plug for the Gangbusters show sponsored by the penmaker 
page black-and-white ads appeared in a list of September business papers. Saturday nights on the American network. Charles Dallas Reach, Newark, is the agency. 
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Introducing... 


- 


aa 


can you fill in the names? 


You’ve heard of them—frequently and recently —by radio. 
And you’ve seen them in the newspaper headlines in every 
U. S. city. Their story flashed on the newsreels for audiences 
estimated at well over 85,000,000. 


Do you remember them? No? 


| Pretty good evidence, isn’t it, how easy it is to forget even a 
7 well-known name when it’s not kept before you constantly? 


The nation’s ablest advertisers are well aware of this fact. They 
know that their own brand names built up so patiently and 
painstakingly at such expense, would soon share the same 
oblivion as Mr. and Mrs. Galeazzo Ciano, Mussolini’s daughter 
and son-in-law. | 


And these wiser advertisers also know the better markets. 
That’s why they consider the class-and-quality of the sportsmen 
audience—the readers of Field & Stream or Outdoor Life—of 
first importance in keeping their brand names well-remembered. 


For these better sportsmen in every community are its first 
citizens, its richest market, able to spend as they will—whether 
it be 25¢ a copy for these favorite magazines of theirs or $250.00 
for a finely made shotgun. Advertisers know the buying power 
of this audience for they number among themselves hundreds 
of American sportsmen. And as businessmen, they see the hig) 
value of this market not only today, but tomorrow, too, when 
millions of fighting men who’ve learned to live in the open 


and handle a gun will themselves join this great audience. 
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